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The VOICE of the TRADE 


F rom the sublime 
to the ridiculous Sample 
rooms at the Ritz-Carlton (Bos- 
ton) to model shoes to retail $2.00 
and down and the product is made 
in dumpy, dirty factories where 
the chisel is more important than 
the skilled cutter’s knife . . . The 
Queen Anne sample and a Mary 
Ann product . A $50.00-a- 
day room with orchids, to show 
shoes that have surface interest 
but no substance . . . Telephone 
messages to South Street for crap- 
shooter leather—not under seven 
cents and not over eleven cents a 


ae 


foot If the entire affair 
wasn’t so serious it would be ri- 
diculous. 


C. A. Allanson 
of Rothschild Bros., Ithaca, N. Y., 
says: 

“The best control of the slow- 
moving merchandise is, of course, 
found in the better knowledge of 
customer wants furnished through 
unit controls and other studies, ac- 
companied by better selection of 
merchandise. It is inevitable that 
some quantities of merchandise 
will remain on hand beyond the 
immediate and most profitable sell- 
ing season. Some causes of this 
accumulation are: 

“Over-buying of regular and 
usually satisfactory merchandise. 


“Poor buys—bad colors—mate- 
rials—sizes. 

“Over-buying of special sale 
items not readily fitting into regu- 
lar stock. 

“Merchandise not meeting sales- 
people’s approval. 

“Merchandise not sold in prop- 
er rotation. 

“Shopworn or damaged mer- 


chandise.” 
* 
A. J. Davis, 


who travels North Carolina, Vir- 
ginia, West Virginia and Kentucky 
for the W. L. Douglas Shoe Com- 
pany, says: 

“Nothing in the shoe industry is 
more important than for the man- 
ufacturer, jobber and retailer to 
realize the importance of stabiliz- 
ing prices. Manufacturers can’t 
‘steal’ their raw material, rob their 
shoemakers of a living wage, 
shave and cut salaries to the point 
where there is no buying power 
and then expect to find prosperity. 
It can’t be done.” 


* * 


ALTOGETHER~ NOW 


(Ss 


He is spreading the doctrine 
of: 


“I believe in America—her people and 
her institutions, 

“T believe in fair wages for labor, fair 
prices for raw material and fair profits 
for capital. 

“TI believe that present very low prices 
on many articles of manufactured mer- 
chandise (especially shoes) are too low 


to maintain American standards in fac- 
tory, store or home. 

“T believe the factories that are flood- 
ing our country with their distress mer- 
chandise are helping to delay economic 
recovery. 

“T believe as a loyal American citizen, 
I should do my part to discourage the 
sale of this kind of merchandise and 
agree that this shall be done.” 


*k ok Ok 


F abrica Argentina 
de Alpargatas, Buenos Aires, op- 
erating two groups of factories in 
the Argentine, and selling every- 
thing from rope sole novelties to 
welts for men, women and chil- 
dren, have produced the most un- 
usual piece of publicity. Certain- 
ly there is nothing like it in twelve 


‘narrative pictures of Argentine 


CONGRATULATIONS -~_ 


cowboys—in colors and in carica- 
tures. As attention getting pic- 
tures, they bring in a new note 
through exaggeration of the size 
of the feet of men, women and 
even horses. 

Congratulations to the Fabrica 
Argentina de Alpargatas for a 
sense of humor at this time. 

> ars 


O; cheap shoes, 


and low wages, we have a queer 
story. A traveling man tells this: 

A shoe firm in a northern town 
is making cheap shoes in quanti- 
ties and is paying such low wages 
that its shoemakers have to draw 





on the town welfare board. 
Though they work 48 hours a 
week, they do not get enough 
money to live on. The firm itself 
is making money. It’s selling 
shoes fast, because they are cheap. 


oe ok oe 
Wen that new 


“Wampum” leather of Thayer, 
Foss Co. is unrolled on a cutting 
room table it’s like unrolling a rug 
—of the “runner” class—that’s 
long and narrow. The “Wampum” 
comes in strips, or sheets, yards 
long. And the designs of its 
weave and color are limited only 
by the art of the designers, and the 
capacity of shoemakers and others 
to consume the new product. 


*x* * * 


William J. Sneider 


of Asbury Park, N. J., has col- 
lected the following bright sayings 
over the fitting stool: 

“A young lady after trying on 
several pairs of shoes suddenly 
turned to the shoe salesman and 
asked—‘Do your shoes burn?’ To 
which the innocent salesman re- 
plied—‘No Madam, our shoes are 
fireproof.’ 

“A young lady walked into a 
shoe store and she was courteously 
greeted by a salesman with the 


salutation: ‘Madam, may I be of 
service to you?’ The customer ac- 
knowledged the greeting by say- 
ing: ‘Yes, I would like a nice pair 
of Alligators for walking.’ 

“A young lady was seated in a 
shoe store trying on a pair of op- 
era pumps; as she slipped off one 
of the pumps to examine it in her 
hand, her eye was attracted to the 
sock lining in the shoe, which was 
stamped Combination-Last. In- 
quisitively she turned to the shoe 
clerk and remarked: ‘Will you tell 
me what the combination is?’ 

“A young lady had some diffi- 
culty in trying to make up her 
mind to purchase a pair of cheap 
shoes. She asked the shoe clerk: 
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THE SHOPPERS’ CREED 


By: Mrs. Clarence Fraim 


Approved by: General Federation of 
Women’s Clubs: 


“1 believe that the American woman, 
through control of a large share of the 
family budget, exerts a vital influence upon 
today’s economic order. 

“Therefore, | hold it my duty to help 
make this influence constructive; to govern 
my buying so that waste will be reduced and 
the greatest good to ali realized from my 
expenditures. 

“I believe that, as a measure of true 
economy, | should: 

“Make known my merchandise needs and 
preferences in advance whenever the oppor- 
tunity is presented; 

“Remember that cheapness in itself is not 
always a bargain, and consider suitability 
and durability as well as price; 

“Avoid merchandise known to be pro- 
duced under unfair competitive conditions, 
such as sweat shop or prison made goods; 

“Be reasonable in my demands for serv- 
ice, such as credit, alterations and deliv- 
eries; 

“Refrain from returning merchandise un- 
less the goods or the store is at fault. 

“This is my Creed. | believe in it; | 
shall support it.” 








‘How long will these shoes wear?’ 
The bright salesman _ replied: 
‘Until the soles become holy!” 

x * * 


ts Dayton Shopping 
News of Dayton, Ohio, sent to us 
by Henry F. Hageman of that city, 
emphasizes a woman’s complaint 
as follows: 

“*For want of a nail a shoe was 

lost, 
‘For want of a shoe a horse 
was lost... .’ 

“T declare to goodness I’ll never 
buy another pair of cheap shoes as 
long as I live. I hate cheap shoes. 
Wide in the heel, they rub up and 
down and wear out one pair of 
stockings after the other. 

“IT know what good shoes are, 
which -is all the more reason why 
I’m irked. My friends used to 
say : “Gee, I like your shoes ; where 
did you get them and what did 
they cost?’ And then when I an- 
swered $10 or $12.50 they did 
their noses like a bunny can do, 
and shrugged. I guess some of 
them thought I was telling a fib 
and others thought if I wasn’t, I 
ought to be. 

“That is why I decided to try a 
much cheaper pair of shoes and— 
never again! They lost their shape 


in a very short time; the straps 
have no body and the instep just 
doesn’t fit up snugly at all. There- 
fore, my feet do not look well- 
groomed, which gives me an in- 
feriority complex, which results in 
lack of efficiency, and, with times 
the way they are, I’m apt to lose 
out altogether. Like the battle 
that was lost ‘all for the want of 
a horseshoe nail.’ 

“So I’m going to get a really 
reputable pair of shoes. I’m going 
to treat them as they deserve. I 
shall wipe them nicely and put 
them away on trees in my shoe- 
bag; watch the heels closely and 
have new taps as soon as they be- 
gin to wear, and be nice to them 
in general, because I know they 
will give me hours and hours of 
satisfaction, if not real pleasure.” 


* * * 


Will Knight, 


for whom a rose in Portland 
grows, has traveled from coast to 
coast this season in his capacity 
as Director of Friendship, N. S. 
R.A. His New York visit brought 
about a number of meetings of 
shoe men, where craftsmanship 
and fellowship were happily com- 
bined. In salutation to a “HALF 
CENTURY OF PROGRESS”, 
he told of his first reading of the 
Boot AND SHOE RECORDER some 


\ REMEMBER WHEN ——— 


ie ia 
eae 


48 years ago, in the Berkshire 
Hills, in the little tannery owned 
by his father. He hasn’t missed a 
copy in that long and useful span 
of life. 

No other man in the retail in- 
dustry has made the field of 
friendship blossom with so many 
roses of remembrance. What a 
thoughtful thing it was for him 
to visit so many stores and to 
bring with him a Portland rose. 
As an emblem of a new spirit of 
cooperation, it was indeed a pleas- 
ant little tribute to a famous town, 
exalted everywhere by a no less 
famous shoe man. 
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and no play makes a dull trade. 
The Chicago shoe merchants ar- 
ranged a shoe frolic at the conven- 
tion that gave an opportunity for 
all the clerks, managers and pro- 
prietors of Chicago to join in with 
the shoe men from all over the 
country, in.one big party. During 
the evening, 4000 were admitted to 
the stag—much too many for the 
size of the halls at the Hotel Marri- 
son. But a good time was had by 
all. The social side of the conven- 
tion played as much a part in the 
restoration of confidence as any 
other factor. 

Many merchants taxicabbed to 
the World’s Fair Ex position 
grounds to see the amazing struc- 
tures erected on built-up land, 
stolen from the Lake. One island, 
almost completely covered by the 
science buildings, was—less than a 
year ago—fifty-five feet deep lake 
water. Most of the buildings are 
up and represent modernistic shells 
to be later filled in with the arts and 
crafts of Man’s activities. The in- 
variable practice was to taxi 
through the grounds and wind up 
at the Adler Planetarium, there to 
see the glories of the heavens re- 
vealed on a blue dome. Many a mer- 
chant, after listening to the hour’s 
lecture, resolved to go home and to 
recommend to his city the erection 
of a similar attraction. 


x * x 


Harry E. Podgur 


extends a welcome to shoe men 
and friends to visit and inspect one 
of Detroit’s prettiest shoe stores, 
operating on the salon style, car- 
rying only ladies’ high-grade foot- 
wear. He is manager and buyer 
for Cartier, Inc., in the Book Tow- 
er Arcade. His shoe background 
was begun in Philadelphia and de- 
veloped in Atlantic City and Chi- 
cago. 
ae 


The mileage victory 
after a battle of 25 years on the 
part of traveling men is some- 
thing worth crowing about. The 
railroads west of Chicago will now 
issue scrip books covering 2000 
miles, carrying the privilege of 


taking 300 lb. of free baggage— 
at a special reduction of 25 per 
cent. Ex-President John S. Whit- 
temore of the National Shoe Trav- 
elers Association is to be honored 
with the first scrip book, or Book 
“QO”, issued in the United States. 
A railroad official made personal 
delivery of the book to Mr. Whit- 
temore at the office of the Peck 
Shoe Company, Worcester, Mass. 
The railroads hope to gain in in- 


creased postage and freight. 
* * Xx 


J. Ralph Corbett 
of Station WLW of Cincinnati, 
took last week’s editorial in the 
Boot AND SHOE RECORDER— 
“Bring the Banker to a Shoe 
Show” and dramatized it over the 


air in the program: “Notes in 
Business,” produced every Satur- 
day night from 7.30 to 8.30 p. m. 
An advisory committee of business 
editors supplies him with the 
themes. It is the first general 
broadcast emphasizing current 
business events, in an interesting 
fashion, for the public to sense 
and appreciate the problems and 


opportunities of business. 
* * * 


F red Blatz, 


of the Amalgamated Leather Co., 
on his trip to Boston last week 
from headquarters in Wilmington, 
brought a genuinely appreciated 
treat to his New England friends. 


The treat consisted of a generous 
shipment of Chincoteague oysters, 
which, as every Philadelphian or 
resident of that vicinity knows, are 
the No. 1 oyster delicacy. The 
feast was spread in a special room 
at the Hotel Statler and over 200 
guests were served. 
Oi te8 


© ces Connery 
of Lynn, Mass., introduced in the 
House of Representatives in 
Washington a bill for a 30-hour 
week. As Chairman of the Com- 
mittee of Labor, he argues that a 
limited week will force wages up, 
prevent exploitation and decrease 
unemployment. 

* * X 


D.. John Martin Hiss 
of Los Angeles tells us: 

“What has been diagnosed as 
arthritis by the medical profession 
for a good many years has been 
caused by mechanical disturbances 
and I believe that 60 per cent of 
the diagnoses made today of ar- 
thritis in the body anywhere are 
not arthritis at all. I am satisfied 
that 95 per cent of the pains in the 
lower extremities are due to me- 
chanical, static and _ postural 
changes due to foot trouble. 

“T feel that the injustice comes 
in people suffering with real ar- 
thritis, who are journeying all the 
way to Canada, only to be disap- 
pointed. I ‘had one man with a 
spondylitis, which is arthritis of 
the spine with ankylosis, who was 
headed for Canada to have his feet 
twisted in order to get rid of his 
arthritis.” 








FLICKER FILM STUDIOS — | 


CASTING OFFICE. 





Director: “‘Hm-m! There’s a girl with nice features!” 
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Shoe No. 1, black Shoe No. 2, plain 
straight tip oxford, brown calf straight 
custom last; worn tip, worn with suit 


No. 2, gray Wales 
overcheck. A smart 
outfit for young men. 


with suit No. 1, gray 
flannel. For business 
and general wear. 





Shoe No. 3, white 
buck oxford, wing 
tip, worn with suit 
No. 3, brown Norfolk 
jacket, flannel trou- 
sers. For sports wear. 








Shoe No. 5, white 
buck oxford, brown 
- calf straight tip, 
brown sole edge and 
heel, with brown 
gabardine Norfolk. 


Shoe No. 4, plain toe 
patent, worn with 
white waistcoat (No. 
4) and black trousers. 
For informal evening 
wear in summer. 


The Line-Up for Summer, 1933, 


To get a complete picture of men’s fashions for Spring 
and Summer, so that shoes can be selected to fit into the 
complete dress of young men for that period, Robert 
Sneath, style scout for Hart, Schaffner and Marx, gave 
to the N. S. R. A. convention its first men’s style show, 
with clothing on forms rather than living mannequins. 
In —— to his description of styles, Mr. Sneath 
said: 

“I am not going to attempt to say very much about 
shoes because I am not a shoe man. I am a clothing 
man, primarily, and am somewhat responsible for the 
display here. My work is rather unusual. I devote 
my entire time to the study of style from men’s hats 
to shoes. I know comparatively little about shoes— 
the making of shoes—except that I do know ac- 
knowledged styles. I travel throughout the country 
and contact eighty-five large retail stores. 

“There is a starting point for all styles, and if manu- 
facturers and retailers were to watch their source of 
style they would be able to get away from having the 
wrong things at the wrong time. 





“For example, the brown buck sport shoe has been 
shown by manufacturers for the last six years, that 
I know of. It had its first real acceptance last 
summer. I saw its beginning on the campuses of 
eastern and one or two mid-western universities. It 
started in a small way and got so it was an outstand- 
ing shoe on the campus. It has now spread to the 
larger cities. It will be just as common next Summer, 
or almost as common, as the brown and white buck 
shoes worn in the past. I believe that is true because 
there has been so much said for it. 

“There are certain schools here in the United States 
—Princeton and Yale—where they wear sport shoes 
all year round, white, clean sport shoes. I have pictures 
that I have taken at a football game in November with 
three inches of snow on the ground showing well 
dressed boys, highly sophisticated, and, if I may use 
the word, snooty and high hat, wearing sport shoes 
with raccoon coats. What in the world is going to 
stand in the way of a style if in the mind of a young 
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Shoe No. 6, brown 
buck oxford, worn 
with suit No. 5, black 
and white check 
coat, brownish gray 
flannel trousers 


Shoe No. 7, brown 
calf oxford, straight 
tip, worn with gray- 
ish green, flannel 
(No. 7) suit. Smart 
combination for sport 


Shoe No. 8, white 
buck oxford, straight 
tip and foxing in 
brown calf with 
brown __ gabardine 
(No. 8) sport coat. 


Shoe No. 9, white 
buck wing tip oxford 
worn with white linen 
single breasted coat. 
Linens promise to be 
extremely popular. 


Shoe No. 10, white 
buck oxford, black 
calf tip, small per- 
forations black sole, 
heel and stay, linen 
double breasted coat. 


in Suits and Shoes for Every Use 


man it is the right and proper thing for him to wear? 

“T have laid out a few sport shoes here. It seems that 
every stylist in the shoe business today lies awake nights 
thinking, ‘What can I do for the shoe convention that 
is different from anything else, or that is different 
from what anybody else is doing? I must be different.’ 
I would rather have a sample room here in this build- 
ing and have eight or ten sport shoes for next spring, 
and I would do my entire business on those ten shoes, 
and I would be doing the best favor in the world to the 
man who is buying my shoes. He would have accep- 
table styles, and he would have the kind of styles he 
can sell readily because they are already accepted. 

“The first style is what is called a Wales stripe 
suit. There is not an original idea on that table. There 
isn’t a thing on that table that I haven’t seen worn at 
some time or other. This is a conservative business 
suit, but rather unusual in its pattern. We call it the 
Wales stripe suit for want of a better name. 

“There is a definite tendency for pattern in men’s 


wear. It should have a bearing on shoe business which 
would mean you would have to have less styling in 
your shoes or more styling. 


“Suit:—Gray Flannel, Light Gray Silk Stripe 
Trousers. Same Material Business Suit. 
“Shoe:—A plain black straight tip oxford, custom 

last. 


“The second suit is also a Wales plaid. The name 
is also taken from the fact that the Prince of Wales 
has on every possible occasion worn either one of 
these two. The combinations shown with these things 
are not new. The furnishings and the shirt and styl- 
ings were shown last spring and fall but they still 
represent good taste. I should have had with this 
suit a plain black shoe, probably perforated wing 
tip with your split perforations. I haven’t much 
hope for these shoes with the large perforations. 
I believe they would be impractical. If you can 

[TURN TO PAGE 36, PLEASE] 
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A fashion analysis 
of the Spring Mode was an important feature of the 
recent convention of the National Retail Dry Goods 
Association. Many of these high lights of the ready- 
to-wear market have been mentioned in the RECORDER, 
but these two points bear repeating. (1) Suits for 
Spring. Strictly tailored mannish suits and softer 
dressmaker suits, with the emphasis on the tailored 
type as a reaction against the pretty-pretty fashions 
of the Winter. (2) The: importance of navy blue. 
“Because we have navy blues every Spring don’t take 
it just as a matter of fact,” said Miss Katherine 
Casey, who directed the showing, “it’s a dominant 
fashion this year.” The smartest blue for general pro- 
motion in coats and suits is the Textile Color Card 
‘Matelot’; the best selling navy is even darker; ex- 
tremely purplish blues are reserved for high style 
promotion. 

Here’s a strange contradiction. This fashion analy- 
sis stressed all those fashions in ready-to-wear which 
would stimulate extra business—suits, capes, new 


fabric weaves. But when they came to shoes they 
went conservative. Thumbs down on beige, fawn- 
brown and gray shoes. All sober blacks, dark browns 
and navy blues on the runway for pre-Easter selling. 
Swagger browns were the only lighter colors featured. 

Is this extreme caution towards the lighter colors 
good business? We don’t think so. We believe the 
progressive shoe retailer should be playing a few . 
gray shoes right now, and should be buying some 
beige and beige combinations for March and April. 
Not many pairs, but enough to freshen stocks, to 
brighten up windows and to sell to the woman who 
wants something different between the dark shoes of 
Winter and the white shoes of Summer. 


Tie broad T-strap shoe 
is coming along. We did not make it a bit too strong 
when we gave it two pages in the Recorper all to 
itself last month. Resort showings on the Avenue 
are playing it across the board. In fresh new inter- 
pretations that show how much the style can be varied 
and developed. One style leader has done a Luther 
Burbank stunt and grafted the T-strap on to the 
ghillie with excellent results. The idea also lends it- 
self to new combinations of materials. Bergdorf- 
Goodman does a T-strap in plain fabric with white as 
shown in the sketch. 

Is your hosiery department sold on the fashion 
of the broad T-strap? There ought to be one of these 
shoes displayed on your hosiery counter. Why? Be- 
cause the design of the strap and pattern of the cut- 
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outs show up the stockings so well (and vice versa). 
And because with all this emphasis on the stocking 
the selection of the right shade and the right quality 
hose is doubly important. 


Have you been following 
the news from Hollywood about men’s suits worn 
by the film stars? Marlene Dietrich strolling around 
in polo coat and trousers and turning up at a pre-view 
in a tuxedo? Many other actresses are adopting men’s 
lounge coats and slacks as a regular thing to wear 
around the studios and even on the streets of Los 
Angeles. 

Have you watched the “Fedora” felt hat for women 
sweep across the country? That magazine advertise- 
ment for Camel cigarettes showing the Fedora hat 
in color had a lot to do with it. Stores have been 
showing the advertisement in their windows in con- 
nection with the promotion of Fedora hats and other 
mannish things. 

If you have a young clientele, or one given to ex- 
tremes of fashion, you are probably doing some 
thinking right now about this masculine fashion in 
shoes. We don’t expect to see Mrs. Everybody wear- 
ing trousers on the street. But we will see tailored 
suits, tailored hats and low-heeled tailored shoes this 
Spring—and plenty of them! Best and Company have 
some mannish windows that are three-deep with people 
all day long. They are illustrated with photographs of 
stars and belles of other days who went in for mascu- 
line fashions many years before Garbo and Dietrich 
came upon the scene. The range of modern fashions 
goes all the way from tailored suits for morning to 
little white pique “mess jackets” for the evening. 
Shoes shown are classic types of oxfords and ghillies 
with a simple sandal for the evening ensemble. 


The Beaux Arts Ball 
went off in a blaze of color. It was a World Cruise, 
you remember, giving the audience a choice of wear- 
ing native costumes or light modern clothes. The 


ball certainly crystallized the beach fashion theme of 
the Southern and Summer season. If you tried to 
sum it up in a phrase, you couldn’t do better than call 
it “a going native” fashion. 

Women who like to be tailored can go native like 
French fishermen and wear denim slacks and shirts. 
Women who like to be picturesque can take their cue 
from “the virgins of Bali” and blossom out in figured 
prints, huge hats and flower wreaths! New York 
stores have been showing sandals derived from native 
footwear. Sandals of heavy cotton string. Knitted 
sabots. Heavy wooden heels with angular sides 
(sketched below). Beach footwear, and informal 
sandals in general, have a big season ahead of them. 


Shen with tucks 
are breaking into the fashion news. The RECORDER 
hailed them in the manufacturers’ lines but now they 


are making their bow in retail displays. Sommers, 
on Fifty-seventh Street, for instance, has a striking 
window showing tucks used as trimming and tucks 
completely covering the surface of the shoe. 

We asked several style men this week what they 
thought about tucks. They all made, or sold, upper- 
end shoes. Opinions were divided. ‘Not for us,” 
said two or three. “Tucks have already been copied 
all the way down the price scale.” “I believe in them,” 
said the man who merchandises one of the smartest 
shoe departments in the city. “Tucks in shoes go 
with this year’s clothes. They look new and fresh 
and Springlike. I’m going to play them in pumps 
and eyelet ties.” This man never worries about what 
other people are doing as long as he can give his cus- 
tomers what they want. He thinks women will like 
tucked shoes at any price—and we think he is right! 
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4, New, Shoes 
fpr Opring. 933 


At the Baltimore meeting of the Middle Atlantic Shoe 
Retailers’ Association, Miss Elizabeth Penrose of Vogue 
showed the silhouette and the shoes pictured here. Her 
analysis of shoe fashion trends (which she also gave at 
the Chicago convention) was so much to the point that 
we asked to reproduce her poster and her remarks. 
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W. have in these sketches four 
types of shoes for Spring. They are not alto- 
gether new and they do not represent the only 
important shoes for the coming season, but they 
have been selected as the most significant after 
the Vogue Paris scouts and our New York staff 
made an exhaustive study of the situation. 

The oxford is not a new shoe, but it is very 
much to the front this coming Spring. It has 
been a long while since anyone has felt that an 
oxford was a very high fashion shoe. It has 
always been a part of the well-rounded shoe 
wardrobe. Women wore it chiefly for walking 
or for sports. But recently it has taken on an 
entirely new aspect. It will be worn for prac- 
tically every occasion you can think of. 

Oxfords in lighter materials and more delicate 
designs will be worn for afternoon. There is 
also a new type of shoe called an oxford pump 
which is the second shoe here on the poster. 
That oxford pump is primarily designed for 
afternoon wear, but it is also used for certain 
sophisticated types of evening wear as well. 

The third shoe from the top is what we call 
the wide front strap sandal. You all know that 
shoe. It has been very much promoted in the 
manufacturers’ lines to date. I think it is a very 
significant shoe. It is an outgrowth, of course, 
of the sandal mode. It will be seen not only for 
town wear—they are wearing it now in black 
and brown, some beige and gray shades on the 
street—but it will also be worn and I think have 
its greatest sale for resort wear in white and 
high colors. 

The last shoe on this poster is the high cut 
step-in. That just happens to be one example 
of it. Fundamentally it is important along with 
the oxford because for some time now we have 
been gravitating toward a mode which chooses 
to cover more of the foot. We have had these 
high-cut shoes for a year or more. They were 
undoubtedly more or less an outgrowth of the 
monk shoe that was originally designed for 
sports. Then we got shoes covering the instep, 
and as a result of that, this Spring, you will 
have a continued acceptance of high cut step-in 
shoes. 

Something significant about that high-cut 
shoe is the importance of side detail—side clos- 
ings and ornaments, lacings, buttons, possibly a 
motif of some-kind that just finishes the shoe 
on one side. Again that is the influence of the 
monk shoe. 

Another thing that you have to consider about 
shoes this Spring is the tendency toward asym- 
[TURN TO PAGE 42, PLEASE] 
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Ideas 


Worth Their Weight in 


Gold 


Eight Pages REX COLE, who has been called today’s greatest salesman, says: 

“Opposed to the prevalent belief that salesmen are made and not born, 
of our experiences as the world’s largest General Electric distributor has been 
that a salesman, to be successful, must be endowed naturally with the latent 
or inherent qualities of aggressiveness, initiative and enthusiasm and possess, 
in addition, a powerful will to succeed. 

f “Successful selling depends upon the ability of the salesman to create 
or in the mind of the prospect the desire to purchase. While the salesman may 
‘ possess considerable book knowledge, have a pleasing appearance and approach 
Promotion and and be thoroughly grounded in his product, yet he may fail because he does 
Prof not have the important fundamental which is called a selling personality.” 
rorit 


Proven Plans 


GET THE MONEY in February! “Cash, carry and keep” is a slogan that is 
attracting a good ideal of attention these days, but back of it has got to be 
a superior brand of salesmanship and particularly shoe fitting. All goods sold 
for cash; no charge accounts; no free deliveries; no C.O.D.’s without a deposit; 
no merchandise held for customers; no frills; good shoes; plenty of good ser- 
vice—and you'll get the money. Basement customers demand merchandise that 
is fashion-right. Try to sell them out-of-date styles and see what happens. 

The margin between what constitutes profit and loss is so narrow and 
there are so many factors that tend to reduce this margin, that a cash, carry 
and keep sale must be properly planned and properly serviced. 


WHEN ELABORATE MARBLE and metal movie palaces cover their entire 
fronts with cardboard window displays, it is a sign that the play is the thing 
—not the place. Many a merchant who has spent thousands of dollars for a 
window front feels that he must continue to get the benefit of that elegance, 
but he had better watch the trend of the times. 

You can change an entire window from the glass in with colored cello- 
phane, wall paper imitation of metals, materials and wood finishes and can 
create a stage setting on which shoes are the actors—for a price less than 
the cost of a column in the newspaper. The man with ideas, a sense of color, 
an appreciation of light and an interest in dramatizing shoes—can make his 
window idea sell more shoes than all the plate glass, marble and fine frill work. 


“UNUSUAL SALES events for retailers, based on the experiences of several 
hundred store owners,” is the title of a booklet issued by the Marketing and 
Distribution Service of the Metropolitan Life Insurance Company (1 Madison 
Avenue, N. Y. C.). Write Earl R. Trangmar, director, for a copy of the 
book, giving the sales ideas on how to close out broken lines, shelf warmers 
and old stock that should be replaced with new. 

Some thirty sales events are described in tabloid form, as having been used 
by successful merchants. Several hundred ideas were examined and the final 
selections were of events that were more or less original and of equal interest 
to large and small stores. The ideas are simple and are adaptable to all lines 
of retailing. 




























































Them 
“On the Spot’ 


The close of the sale-season 
finds the public fed up. You have to “blast” to pry 
loose the dollars. There’s dynamite in this “On the 
Spot” sale! Its dramatic appeal must be backed up 
with price reductions no less sensational. It’s a new 
version of the time-worn odds-and-ends sale. One 
that offers every opportunity for a complete, compell- 
ing campaign, sure to demand attention. BUT— 
carrying out the complete campaign in every detail 
is essential to putting it across. 

The teaser ads should appear in various places in 
the paper on Monday and Tuesday. The circle is used 
in each single-column teaser. Wordings include: 

They go ON THE SPOT Thursday. 

You'll be ON THE SPOT Thursday. 

Hundreds will be ON THE SPOT Thursday. 

Watch out! They’ll be ON THE SPOT Thursday. 

No escape! They’ll be ON THE SPOT Thursday. 

The main announcement appears in the Wednesday 
evening (or Thursday morning) papers. The reduced 
layout across the page shows layout and copy plan. 

The window display consists of compo board cir- 
cles, painted in various bright colors, with the “On 
the Spe*” circle in the center—the price below—and 
the shoes displayed on the circles, which may be set 
slanting to prevent shoes sliding off. If this is done, 
a big “On the Spot” circle should be suspended in 
the window. Use the “On the Spot” circle in the 
center, and around it letter the message: “ (number) 
pairs of men’s, women’s and children’s shoes at sen- 
sational reductions for final close-out!” 


a the store use “On the Spot” 
circle cards suspended from the ceiling. Also have 
circular tops for display tables if possible. These can 
be cut from compo board. 

A post card message, printed on regular govern- 
ment post cards, will arouse further attention, if sent 
to the customer or general mailing list. 

The shoes should be out of boxes, tied in pairs, with 
a ticket bearing size, original price and sale price 
thereon. If racks are used in place of tables, use a 
large “On the Spot” card on each rack. If practical, 
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For Your Final Clean-Up, Put 


A Dramatic Event, Completely 
Co-ordinated, to Compel the 
Attention of a Sale Wearied 
Public and Speed Up Your Final 
Clearance 


put the price of the shoes on each rack on the accom- 
panying card. 

This is a sensational sale, and one to be used only 
where circumstances and savings justify. It will 
compel attention—but you must be sure that the 
values are equal to the event, so that the customer 
has no feeling of being fooled when she (or he) 
comes to your store. Where the sale is used for a 
final close-out of odds and ends, as planned, it is 
reasonably certain that the sale prices will offer sav- 
ings enough to satisfy anyone except the occasional 
“crab” that can never be pleased. 

Finally—remember that using the complete cam- 
paign is essential to the best results. 


This is the day of 
the idea man in advertising, declared Dade Epstein, 
promotional director for the Boston Store, Chicago, 
in a talk before the N. S. R. A. convention in Chicago, ‘ 
emphasizing the fact that bold, original ideas count 
more in retail advertising than clever copy and tricky 
layouts. 

Big advertisers are recognizing this fact and mak- 
ing effective use of it in their 1933 campaigns. Re- 
cently a famous manufacturer of automobiles carried 
nine pages of advertising in a single issue of The 
Saturday Evening Post, an outstanding investment in 
publicity launched in a period when many advertising 
are curtailing space rather than increasing it. This 
group of ads was built around a new idea and a new 
approach. It was the idea, doubtless, which convinced 
the manufacturer that the investment was worth while. 

Retail advertising in 1933 will be figured more 
closely than ever before, both with regard to cost and 
prospective results. Obviously it is not a year for 
expensive experiments. Advertising must be 
simple, direct and planned to get over a selling idea 
easily and quickly. The idea itself is all-important. 
Once it is found, the details of presentation will 
be relatively simple. But sales producing ideas do 
not come easily; if they did most of the merchant’s 


problems would be solved. Mere tricks in adver- 


[TURN TO PAGE 37, PLEASE] 
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Watch the] Watch 
Papers Out! 


YOU'LL | | THEY1L 
BE BE . 


THURSDAY! 
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All odds and ends,and 
broken sizes remaining 
from our January Clear 
ance go ON THE SPOT 
at the most sensational 
savings weve offered in 
many a day! Be ON THE 
SPOT to save a lo 
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C vacadors form the keynote of the 
newest modernistic motif in window display. They 
are taking the place of the cube to impart a new note 
in harmony with the prevailing modernistic trend in 
architecture. Cylindrical display stands give to the 
window display an effect that is similar to that pro- 
duced by the plain cylindrical columns so widely 
used in buildings of the modernistic style. Best of 
all, any tinsmith or cabinet maker can produce them 
to suit the particular requirements of the individual 
store, and at a very moderate cost. 

Saks-Fifth Avenue last week had a very artistic 
and effective window in which display stands of the 
cylindrical type were used. These were of metal, to 
give the appearance of chromium. Actually they can 
be produced from tin tubing, such as can be turned 
out in any tin shop, the sort of tubing that is used for 
stovepipe. Cut in various lengths, this tubing pro- 
vides the base for display stands of any height de- 
sired. A piece of plate glass forms the shelf on 
which the shoe is shown. Shelves of this description 
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ay Show Shoes on Cylinders, 


a aAe 


Swanky New York Shops Are Doing It, 
and Almost Anybody Can Create Novel 
| | Trims in the Modernistic Manner at a 
/ Moderate Cost in Time and Money 
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are used at the top of the cylinders, or may be cut 
in the sides or suspended as a shelf between two 
cylinders. 

Another interpretation of the cylindrical display 
stand is being used very effectively by I. Miller & 
Sons in the window of their Seventh Avenue, New 
York, store in the heart of the theatrical district. 
Their interpretation of the cylinder theme is carried 
out in color, the cylinders being constructed of card- 
board instead of metal, and painted in the predom- 
inant color of the display. The shelves on which the 
shoes are placed are of wood. 

Like the cubes and prisms which have been used 
so extensively in building modernistic shoe windows, 
these cylindrical stands lend themselves to an almost 
limitless variety of arrangements and combinations, 
so that they can be used over and over again to 
produce a vast number of attractive displays. 
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Smart Window Display Idea 





In creating a modernistic window display, it is 
highly essential that the. background and all of the 
units should be in harmony with the modernistic 
theme. Some retailers who plan their own windows 
overlook this fundamental principle, with results that 
are disastrous. It should be borne in mind that the 
modernistic is always simple and plain, being ex- 
pressed in straight lines or circles, but avoiding all 
sorts of fancy decorative effects and curlecues. There- 
fore, if you happen to have in stock some old display 
stands or backgrounds of the fancy description, it is 
almost a foregone conclusion that you will have to 
rule them out of consideration if you are planning 
a modernistic window. 


Wee best way to avoid trouble is 
simply to build a plain background out of wallboard, 
paint it a flat soft color, have some simple display 
cards lettered in colors to harmonize and depend on 
your cubes and cylinders for the relief that is re- 
quired to create an interesting window, as well as to 
provide display space. Don’t try to be too tricky and 
don’t try to get too much in the window. 

If you must use the fancy style of display stands, 
background, etc., it is perfectly possible to create good 
window effects with them, but in this case do not mix 
in fixtures and decorations of the modernistic order. 
Don’t try to mix the two styles of decoration in any 
window or in adjacent windows. It cannot be done 
successfully, any more than a room can be made to 
produce a pleasing appearance with period furniture 
and modernistic pieces placed side by side or together. 
The two styles of decoration are so widely different 
that they simply won’t mix. 

As we have suggested heretofore, it is always well 
to employ the services of a good window man on part 


time or otherwise, if he is available and if the store’s 
budget will permit. If not, it’s a good idea to en- 
courage some member of the store’s staff to specialize 
in windows, make a study of them and take over the 
whole job of looking after the window displays, with 
the important responsibility that it maintains. The 
matter of good windows is so tremendously important 
today that whoever undertakes it needs to know con- 
siderable about the subject. 


Shes windows are of 
particular appearance, for Springtime is a period of 
window shopping, when everybody is interested in the 
new things and warmer weather encourages people 
to loiter and look instead of hurrying past your stores. 
Try and give your store a new dress within and with- 
out for Spring. It is not necessary to go to the 
expense of acomplete redecoration. Just as the house- 
wife can alter the whole appearance of a room by a 
few changes in the arrangement of furniture and 
perhaps some new hangings or decorations, so it is 
possible for the merchant to freshen up the appearance 
of a store with some minor alterations and the re- 
placement of some of the older fixtures and furnish- 


. ings with new. 


A little paint can accomplish miracles for the 
exterior of the average store, and some inexpensive 
backgrounds and display fixtures, as for example 
those shown here, will suffice to give an entirely new 
appearance to the windows. And do not forget that 
it is by such externals that the public forms its first 
impression of your store. If you are on the alert and 
up to date in the matter of displays and advertising 
the public will be impressed with the fact that you are 
a live, enterprising, energetic retailer. And that sort 
of a reputation is decidedly worth while. 





‘OTHER 
PEOPLES 


Sting six hundred 
pairs of shoes in a small neighbor- 
hood store in two weeks when it 
was decided to close out a par- 
ticular line of shoes is the record 
of Max Lieberwitz, Manager of 


Lieberwitz Brothers store on 
Twelfth Street, Detroit. He did 
not want to carry stock in dis- 
continued high priced lines for a 
long period, and was equally un- 
willing to price them at the loss 
rates which would have closed out 
the lines speedily. So, by use of 
judicious advertising of discon- 
tinued lines, without a major 
markdown, racks were installed in 
the store—and did the job. 
Lieberwitz Brothers store han- 
dles ladies’ shoes exclusively. It 
follows the modern principle of 
concealed stock, with neat walnut 
trim and fixtures in salesroom. 
Six racks were constructed to hold 
open stock shoes. During the 
period of sale, they were kept con- 
stantly filled, replacing pairs as 
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they were sold. The display, un- 
familiar to customers of this par- 
ticular store, served its purpose of 
disposing of shoes in stock, and 
was then removed. Only use of 
the display rack could do it— 
much as the serve-self principle 
has worked in other stores. The 
cost of the racks was under twenty 
dollars, requiring only a_ small 
quantity of lumber for construc- 


Breaking right into 
verse tnis fashion, 
“Sale-ing!! Sale-ing!! Sale-ing!! 
All through the store—Values like 
these you’ve never seen before,” 
the M. & L. Shoe Store, York, Pa., 
announces a sale to those custom- 
ers who have not been trading 
quite as regularly as the store 
would like them. This message is 
sent out on a postcard which reads 
in part: “Dear Customer, We 
missed you. You haven’t been in 
our store for a long, long time. 
Do you need footwear? Here’s an 
opportunity for you to buy good 
footwear at the lowest prices in 
ten years.” (Four lines of store 
prices, then—) “See our win- 
dows, please. May we suggest 
that if you are not in need of 
shoes now, give this card to one 
of your friends. Thank you, 
Madam.” - 


i 
“a 


{ 
\ 
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The Potter Shoe Co., 


Cincinnati, completed a point-to- 
point bonus contest under the 
leadership of Mr. Nunn, in charge 
of the Costume Booterie on the 
third floor. 

Points in the point-to-point con- 
test were awarded to those who 
sold a better priced article than 
the one demanded by the customer. 
Or, if the lowest priced article was 
purchased, efforts were made to 
have the customer buy more than 
one. The higher the priced arti- 
cle sold the more points the con- 

AX 

C209 


testant was awarded. No points 
were permitted on the lowest 
priced article in stock. 

Points were awarded for all 
goods sold by this store, including 
shoes, hosiery, bags, toys and ac- 
cessories. 

Besides the regular selling 
force, a non-selling force, consist- 
ing of the office workers, janitors, 
elevator men, etc., participated in 
the contest, with such good results 
that more than one thousand sales 
were brought in by the non-selling 
force during. the contest. The 
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non-selling force were permitted 
to distribute blue tickets to their 
customer friends, and their awards 
were made accordingly. 

Special points were gained when 
the order was brought in by phone, 
or when the customers carried 
their own parcels. 


Nearly 600 employees 
of the Denver May Co. were re- 
cently entertained by the best 
vaudeville performers and musical 
entertainers in the city in a novel 
good will program sponsored by 
the shoe department. 





There were 11 different acts in 
the show put on mostly by per- 
formers appearing at the leading 
theaters. The entire program was 
devoted to entertainment, shoes 
neither being mentioned nor dis- 
played. 

“The purpose of the program 
was to relieve the monotony of 
routine style shows which we put 
on for employees about once a 
month,” buyer Max Lackner ex- 
plained. “We have found the 
style shows very effective pro- 
ducers of house business, but be- 
cause of the fact that a shoe is a 
small article and difficult to model, 
the programs lose their appeal un- 
less some variety is offered. By 
giving something different for a 
change, we bolstered lagging en- 
thusiasm and have gotten em- 
ployees to talking about the shoe 
department more than ever before. 
We have received dozens of letters 
of thanks for the program. 

This show was put on in the 
morning before business hours. 
The time was announced as 8.15 
and the program started at 8.20, 
lasting until 10 minutes of 9. 

The shoe department was used 


for the stage, all fixtures being re- 
moved during the program. Sev- 
eral hundred chairs were pro- 
vided in an improvised auditorium 
and there was standing room be- 
hind this area and on the balcony 
above. 

Lackner also advances another 
unique idea in connection with 
staging style shows for employees. 
Instead of modeling shoes in the 
usual manner he plans in his next 
style show to exhibit them on 
‘velvet-covered trays carried by 
girls dressed as pages. 

“This plan is much better than 
the usual one because it brings the 
numbers up into view of all the 
people in attendance,” Lackner 
said. “On a model, a shoe is 
plainly visible to only a small part 
of an audience.” 


Orftering customers 
a 5 per cent discount for cash is 
bringing excellent results at F. 
E. Foster & Company, Chicago, ac- 
cording to Carl Burgstahler. Cus- 
tomers have already taken to the 
idea with open arms. Previously 
the proportion of charge custom- 
ers to cash sales was 75 per cent 
against 25. Since the new idea 
went into effect records show a 
change of 65 per cent cash sales 
as against 35 per cent charges. 
The percentage will probably be 
still greater as the 5 per cent 
saving becomes more generally 
known. Besides placards in the 
store announcements have been 
sent out thus far only to the 
store’s mailing list but later gen- 
eral publicity will be given 
through the newspaper advertise- 
ments. 

This is a revolutionary idea for 
a store of this type, Mr. Burg- 
stahler pointed out, but it is espe- 
cially timely to try out such an ex- 
periment during the semi-annual 
sale period. If it continues to prove 
successful it will probably be con- 
tinued after the sale is over. 

To turn credit customers into 
pleased cash buyers will result in 
advantages both to the store and 
to the customers themselves. Many 
people in Chicago who have al- 


ways had bank accounts and paid 
bills by check have no checking 
accounts right now owing to the 
uncertain banking conditions 
here. These people find it neces- 
sary either to visit the store per- 


AND 5% OFR 
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sonally in order to pay their bills 
or to go to the expense of a money 
order or some other round-about 
way of sending money Such wo- 
men who have been badly incon- 
venienced in paying their bills will 
be more than glad to pay cash, 
especially if a small inducement in 
saving is offered, it is thought. 
Already many of the patrons have 
seen the advantage to themselves 
of cash purchases. 

As for the store the advantage 
of cash payments is obvious at a 
time when ready money is at a 
premium in laying in new stocks 
and carrying overhead. Moreover, 
it reduces the returned goods pest 
to a minimum. 


Who makes cripples ? 


asks the Foster-Besse clothing 
store, Bridgeport, Conn. Then 
they proceed to answer this in 
their newspaper advertising as fol- 
lows: 

‘Shoe Salesmen. 


A shoe salesman sells shoes. His first 
thought is to get your money—and that 
is his last thought, too. 
He gives you the size you ask for and 
if you have guessed right everything 
is fine; if not, he has made another 
cripple. 
We will tell you how to keep your 
feet well or how to get them well. 
We don’t guess at your size—we know. 
If you take our advice—and it is free— 
you will be able to forget your feet and 
devote your time to your other troubles. 
We will give you our advice or an 
argument, Free. 

FOSTER SYSTEM CO. 

27 STORES 


Bridgeport Store, 956 Main St. to 46 Bank St. 
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WATERSNAKE 


The ideal shoe for the early Spring. 
Once a luxury now priced within the 
reach of all. 





if WINTER Comes... 


Can Spring be far behind? Here are 
shoes that suit today’s needs perfectly and 
will also serve acceptably for Springtime 


wear. 





vvv 


For Every Man 


The newest lasts, the smartest styles. 
Fine leathers, fashioned with expert crafts- 
manship. 


And at prices every man 
can pay. 


vvvyv 


For School and Play 


Start the kiddies out right as the Second 
Term opens. Provide them with proper 
shoes, fitted as we know how. 


vvv 


VALUES 


The like of which you've never known. 

And which may not be equalled for a 

long time to come. Our final Clean-Up 
spells your OPPORTUNITY. 


vvvyv 


Lowest Prices in Years 


Our final Clearance affords wonderful 

opportunities for every man, woman and 

child to procure needed shoes at prices 
not approached in many years. 








Put a Timely Message in Your 
February Windows 


Use These Copy Suggestions for Your Display Cards 








New Shoes for Spring 
Advance showing of the smart new models 
in all the latest leathers and colors. 


Never have we offered such an appealing 
variety. 


Tw 


Big and Little Feet 


Long and Short sizes, wide and narrow 
widths, are all included in our complete 
stock. For our job is to Fit Feet Per- 


fectly. 
vvyv 


Safeguard the Kiddies 


Now’s the time to assure future Foot 

Health by proper shoes, rightly fitted. 

Our trained salespeople specialize in 
children’s fitting. 








vvyv 


Across the Board 


Pick out your favorite style. Choose the 

leather that appeals to you most. Our 

stock is so complete that you are assured 
of a perfect selection. 





Vvvv 





Quality Comes First 


We've always sold good shoes. We shall 
never sell any other kind. In_ shoes, 
quality is most economical. Our prices 
are lower, in conformity with today’s 
market, but our Quality never varies. 


vvv 


For Valentine’s Day 
We have an assortment of fascinating 
styles in dainty evening: slippers, attrac- 
tively priced. 
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BUY AMERICAN 


In shoes, America leads the world, and 
American made footwear only is sold at 
this store. Buy American and help restore 
prosperity. 


Vvvv 


A New Deal in Shoes 


is made possible by the lower market 

levels of today. Every saving we make 

at wholesale is passed on immediately in 
our prices to you. 









Vvvv 


The Well Shod Man 


has a better chance in every pursuit than 
the fellow who is “down at the heel.” 
It’s good business to “Dress Well and 
Succeed,” and well dressed means well 

shod. 









Vvvv 






Get Ready for Golf 


Soon ’twill be time to go out to the links 

again, and you can add tremendously to 

the thrill of it by buying yourself a new 
pair of golf shoes. 





Vvvv 


Springtime in Shoes 


We present the new advance models for 

the early season. A variety of charming 

patterns in beige, blue and the smart new 
gray. 


Vvvv 


For Shipboard and South 


' Whenever and wherever you plan to travel, 


we have the shoes you will need for every 
occasion. And at savings that will leave 
more to spend on your trip. 
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@UALITY 


LEATHERS 
By RUEPING 


FOR A QUARTER CENTURY KIN KIN 


AN 0K A 


BEF@RE me 


SEMINOLE 
THE HALF CENTURY 
OF PROGRESS ee 


JUST ENDE D RUE SUEDE 


RUEPING “= 


HAD MADE STEADY 
NOTABLE PROGRESS 
IN THE DEVELOPMENT 
OF LEATHER MAKING 
FOR SHOES OF QUALITY 


FRED RUEPING LEATHER COMPANY 


FOND DU LAC, WISCONSIN 


BOSTON CINCINNATI MILWAUKEE SAN FRANCISCO MONTREAL ST. LOUIS 
NEW YORK LEICESTER, ENGLAND PARIS, FRANCE MILAN, ITALY FRANKFURT, GERMANY 
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This is the time for righteous 
indignation to express itself, before conditions go so 
far that they cannot be remedied. We are fully aware 
of the lack of money to buy things and of the grief 
and tragedy that goes with unemployment. We can 
sympathize knowingly with the merchant who has a 
store and no cash customers to help him pay his imme- 
diate pressing bills. Because department stores, and 
the like, worship the false god of volume, we have seen 
in the past month a development of the dollar shoe as a 
means of increasing store traffic. But the dollar shoe 
is not put on display as a “loss leader” for today it is 
expected to carry its margin of profit. 

What can the public get for $1.00? Certainly not 
a shoe in the traditional term—good materials, well 
put together, sold and serviced by experienced fitters. 
No indeed! It is a foot covering and we are almost 
tempted to say, “Pity the poor who buy so poor a shoe, 
for it is the most expensive after all.” 

We would like some other word than “shoes” to 
label these things for they are imitations of an imita- 
tion and have no substance in them. 

SOME of the shoes made up to sell wholesale for 
around sixty cents have too little of shoe substance 
and too much of shall we say “coolie labor.” And as 
an article of store sale and service, they are below the 
line of decency. No public on the face of the globe 
is getting anything like it in the shape of shoes that 
are “shells,” having “surface-interest” and a mini- 
mum of substance and service. 

The scheme of selling some of these dollar shoes 
is tainted with chicanery, prevarication, quibbling, 
subterfuge and trickery. The shoes, in many cases, 
represent adulteration and deception. There is no 
need in this, or any other depression, to give the 
American public so little. 

When business men will rush into giddy sample 
rooms to buy shoes at 63c. less 7 per cent so as to 
have $1.00 shoes to retail in tens of thousands of pairs, 


The False Gods of $ Price 





then insanity reigns, volume is god and service is 
a forgotten thing. 

We do not like to see market centers put their badge 
of approval on a brand of business that is false to 
the core. Samples are shown in perfumed palace 
settings and bought as if the surroundings con- 
tributed some substance to the pretentious phoneys 
displayed. There never was such a combination of 
splendor and of fake spread before the buyer. 


A shoeman from East Africa came 
into our office and told us of his difficulties in trade 
with a money-less people. Many a man and woman 
has come into his store and put down a deposit, the 
equivalent of ten cents, and has returned to the store 
week by week, until finally the pair could be pur- 
chased. But the shoe bought was one of substance 
and worth and appreciated for its use and purpose. 

We may be in the depths of depression, but even 
with today’s conditions a better shoe can be bought 
in America for a day’s wage than any place on the 
face of the globe. These dollar shoes are not being 
bought by people who are almost penniless. They 
are being sold to people who have an idea that there 
is more value in the shoes than $1.00 asked. 

When the shoe business gets back into the hands 
of shoe men who know how to compare, contrast, 
examine, experiment, explore, inquire, investigate, 
search and study, then it will again be a shoe busi- 
ness. If the shoe business continues to be influenced 
by merchandise men who have a $1.00 symbol in front 
of them as bait to pull customers into stores to buy 
other goods, it is not worthy of its place and purpose 
in the scheme of things. If the dollar shoe continues, 
we will undoubtedly come to a totally demoralized 
labor market and an equally demoralized merchan- 
dise market. We will not see a shoe business destroy 
itself for want of a warning to return to common 


serise. 
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Which has had the least worry? 
Which has taken the greatest risks? 


) Who would you say has made the most progress in the 
retail shoe business during the past ten years: the merchant 
who has chased the beautiful rainbows, or the one who 

has, in good times and bad, played the game with us on 
Star Brand Shoes? 
7 
\ 
\ Which has made the most profit per dollar invested? 
Wr ~ Way BRAN Which has the most stable business today? 
\ \ 
ZF \ \ ee e e 
A \ 
\\\ \ The Star Brand line was a good and a profitable line of 
\ shoes ten years ago. It is today—and it will be a good 
and a profitable line ten years from today. It meets the 
expectations of ninety percent of the American people. 
Star Brands are good, well styled shoes, made to known 
quality standards that change only for the better. They 
satisfy the consumer, build good-will and sell at a profit 
for the retailer. 


So, in considering any proposition it is well to compare 
one with the other and ask this question—*Which will 
mean the most to me under present conditions and the 
future development of my business?” 








NEW STORE AND PLAN IS REALIZATION 
OF LIFE LONG DREAM, Says Dealer Operating 
on the Merchants Service Plan. 


Write for our circular “Nineteen Advantages of the 
Store Plan” and copy of the current Merchants 
Service News, Practical, workable ideas for pro- 
ducing more profitable business. 























ROBERTS. JOHNSON §& RAND 


ranch _of_international Shoe-~- 


ST. LOUIS, MO. 
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Steadily Continues to Give 
Standardized Service 
in Pontiac's 
PONTI-PED 
SHOES 


The long extended period of years 
in which RUBY has continued 
the standard black kid in Pontiac 
Shoes can only be regarded as es- 
pecially significant. 


Pontiac quality principles are 
broadly celebrated and appreci- 
ated. 


RUBY KID has evidently been 
a consistent quality servant to 
them in maintaining these prin- 
ciples. 


Holding the confidence of one’s 
customers has never been so im- 
portant. RUBY KID is a most 
efficient means to this end. 


JOHN R. EVANS & CO. 


CAMDEN, N. J. 
PHILADELPHIA, PA. 
Boston St. Louis Cincinnati Milwaukee 
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Results 
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MARCH 


Per Cent Results 


e 
Last Year This Year of Season Last Year This Year Per Cent 


MONTHLY SALES AND _ 


ADVERTISING PLAN 


This is a monthly sales and advertising 
plan. It allots (for easy calculation) five 
per cent of sales for advertising on a 
$50,000 volume. 

The plan allots each month’s advertising 
according to the sales volume—and accord- 
ing to the monthly rate of business done by 
each department. 


500 


Shoes 
Men’s 

Shoes 
Juvenile 

Shoes 


Hosiery 





FEBRUARY 
Women’s 


$5,000 10 $10,500 $10,000 20 
ADVERTISING—5% OF SALES 
250 10 600 500 20 


ADVERTISING DISTRIBUTION 
MARCH 


40% 
$100 $250 50 


75 125 25 
20 

50 75 15 
10 

25 of month 50 10 








Store Management in 1933 


A Merchandising Clinic Held at the N. S. R. A. Convention 


Under the Chairmanship of 
MICHAEL MURPHY 


Advertising and Promotion Manager 


Krupp and Tuffly, Inc., 
Houston, Texas 


Merchandising problems for 1933 
were discussed from many angles at the clinic on 
“Store Management” conducted at the recent 
N.S.R.A. convention in Chicago. Michael Murphy 
of Krupp & Tuffly, Houston, Texas, presided at the 
clinic. He said in opening: 

We are starting a shoe store from the ground up, 
laying aside all of the physical features such as build- 
ing the store, windows and shelving and all those 
details. We will concern ourselves largely with the 
profitable operation of the business. 

Shoe retailing has just finished a difficult, unprofit- 
able year. There is no present indication that 1933 
will be any easier. The safe rule will be for each of 
us to face the situation frankly and base our operating 
plans on facts rather than hopes. 

Those stores that have withstood the heavy decline 
in volume with least pain and loss have had no mira- 
cles to help them. Any check-up with these mer- 
chants would show that all have done just two things 
thoroughly; they have cut expenses and waste and 
avoidable losses. 

Unquestionably all stores have had plenty of need- 
less expense. Much of this has been cut out and still 
more will be cut out. It should be pointed out, how- 





MICHAEL 
MURPHY 











ever, that while it is perfectly sound and necessary to 
cut fixed expense as much as it is possible to do, the 
results of too seriously cutting the variable or con- 
trollable expense can be anything but satisfactory. 
The point is that the fixed expense must be paid 
by spending liberally to a reasonable degree. For 
variable expense items such as advertising and sales 
help, additional revenue is brought in to help meet 
this fixed expense. As optimistic as we may feel 
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MAY 
Results 


APRIL 
Results 


Last Year ‘This Year 
$11,000 $12,500 25 $9,800 $10,000 
ADVERTISING—5% OF SALES 
625 25 550 500 
ADVERTISING DISTRIBUTION 
MAY 


Pe Per 


20 


623 20 


APRIL 
Women’s 
Shoes 
Men’s 
Shoes 
Juvenile 
Shoes 


50% 


of month 225 


62 of month 


$625 


Hosiery 


r 
Cent Last Year This Year Cent Last Year 


JULY 


Per Results Per 
This Year Cent Last Year This Year Cent 


$7,500 15 $5,200 $5,000 = 10 
ADVERTISING—5% OF SALES 
375 15 285 250 


ADVERTISING DISTRIBUTION 
JULY 


JUNE 
Results 


$7,600 


400 10 


JUNE 
Women’s 
Shoes 
Men’s 
Shoes 
Juvenile 
Shoes 


50% 
of month 128 55 
30 
13 5 


10 


188 
112 75 
37 
24 


Hosiery of month 


$250 








about the prospects of getting back on a profitable 
basis this year, those stores which keep their heads 
above water and check their profit losses will have 
accomplished much. 

Those stores that have withstood the heavy decline 
in volume with least pain and loss have raised their 
maintained mark-up or gross profit. The matter of 
maintaining gross profit is a serious one this year due 
to the fact that price lines generally have not become 
stabilized to the degree that will permit the shoe 
retailer to buy his lines most profitably. There has 
been an attempt made by shoe retailers generally (or 
so their advertising has claimed) to give the public 
greater value in shoes of all kinds in an effort to 
stimulate buying and confidence in prices. 

Shoe stores generally are doing an excellent job of 
merchandising, but it is all for the benefit of the 
customer who is getting greater shoe value than at 
any period in many years of retailing, and the best 
the retailer has gotten out of it has been profitless 
operation. 

There just isn’t any other “out.” Elementary as it 
sounds, it still holds true that profit is what is left 
after subtracting expenses from income. When the 
margin between the two disappears, there’s red ink; 
when it widens, there’s profit. 

Now new tricks will widen that margin. Either 
income or mark-up must be raised or expense lowered, 
and the shoe merchant who isn’t doing everything 
possible in both directions is doomed. 


[In going atter profit some stores have taken the 
line of least resistance, payroll. Employes are help- 
less today. Why not cut salaries and wages to the 
bone? Beyond reasonable limits, such a policy is 
false economy. Worried, half-starved sales people 
certainly can’t do a good selling job! 

Other stores have cut their stocks away down, and 
have lost plenty of business when most needed simply 
because cf not having wanted merchandise and com- 
plete size ranges in their Lest selling lines. Neither 
starved employes nor starved stocks is the answer. 

Still other stores have had the “imitate” weakness. 
[f competitors cut mark-up, they followed blindly; if 
competitors advertised extravagantly or made dis- 


SALES PLAN FOR DEPARTMENTS 
IT REVEALS FOUR THINGS 


. How much business you are going to try to do in 
six months. 


. How much business you are going to do in each 
month. 


. How much business you are going to do in each 
department. 


. Percentages of each month’s business contributed 
by each department—this permits you to control 
advertising effort and plan your stock for your volume. 








Per Per 
Cent MARCH Cent APRIL 


FEB. 

.. $2,000 
1,560 
1,000 
500 


$5,000 


50 
25 
15 
10 


40 
30 
20 
10 


$6,250 
3,125 
1,875 
1,250 


$12,500 


$5,000 
2,500 
1,500 
1,000 


$10,000 


Women’s Shoes 
Men’s Shoes .... 
Juvenile Shoes .. 
Hosiery F 


Per Per 
Cent JULY Cent 
50 $2,750 55 
30 1,500 30 
10 250 5 
10 500 10 


$5,000 


Per Per 
Cent MAY Cent JUNE 
50 $4,500 45 $3,750 
25 3,000 30 2,250 
15 1,000 10 750 
10 1,500 15 730 


$10,000 $7,500 
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honest claims, they followed and also went crazy. 

Let us all keep our eyes on the ball this new year 
and concentrate on getting full mark-up, on reducing 
mark-downs, and on cutting out all waste items and 
expenses that are not already down to bed rock. 

So without any preliminaries, we are going to pro- 
ceed with the creation of a sales plan for a shoe store 
which hopes to do fifty thousand dollars’ worth of 
retail business in a six months’ period. 

This is the first step in sound merchandising and 
sales promotion, the creation of a sales plan. It is a 
very simple thing but it is so seldom done. especially 
by the smaller store. 


W. have taken the months of 
February, March, April, May, June and July, a six 
months’ period. Some of you may wonder why we 
start with the month of February. We start clean 
and fresh at the beginning of a season, go through 
its peak and volume period, and the clearance period. 
It is a complete seasonal operation. 

In creating these figures, they are just arbitrary. 
We made them in round figures to make it easy to 
compute the various percentages and to simplify the 
chart. We have first of all set up quotas by taking 
last year’s performance, estimating what we hope to 
do or what we think we are going to do in each of 
these months by departments, women’s shoes, etc., 
and tabulated percentages at the side, which will give 
you the importance of this department, each depart- 
ment, in each of the months, because there will be a 
variation in most cases. That is very helpful in plan- 
ning your stocks and your advertising. 

First of all we start with a sales plan. We divide 
the year into two merchandising periods, Spring and 
Fall. The Spring season will start February first and 
end July thirty-first. Under each of the six divisions 
for monthly sales, have four columns to tabulate the 
following : 

Last year’s sales this month, 

Anticipated sales this month, 

Percentage of sales to six month period, 
Actual results achieved in this month. 

In anticipating sales, the past year’s experience is 
one of the greatest helps, giving a basis for estimating 
what can be done in the current season. 

Anticipated sales are reflected in merchandising 
preparations to take care of this amount of business 
and provide some yardstick for the amount of adver- 
tising money to spend. 

The percentage of sales for each month of the six 
month period is very important. It is important to 
regard each month’s results in their relationship to the 
total period’s business because on that basis you are 
sure to give maximum thought arid attention to every 
merchandising and sales promotion function for each 
month. 
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For instance, in men’s shoes in the month of 
February we expect to do thirty per cert of our 
business and in March twenty-five per cent of the 
total month’s business. Those figures are very im- 
portant in balancing your stock and also in alloting 
the advertising money. 

- Checking each month’s results against your anticipa- 
tion figures insures a correction of whatever weakness 
may develop and at the time when some control can 
be exercised. 
After appropriating a certain percentage of the 


season’s sales for advertising, we set up an Advertis- 


ing Budget. This will show, by months, the total 
amount of money that will be spent for the total 
store, then by departments, then by price lines, and 
still further by media, newspapers, direct mail, 
radio, etc. 

Then we make a promotion calendar or advertis- 
ing schedule complete enough to show the date of the 
promotion, the space or media used in advertising, the 
merchandise and its price, together with the most 
important fashion information about that merchandise. 

Then we prepare this publicity according to the 
various forms we intend using. It is more necessary 
than ever to think out carefully any plan to spend 
advertising money because we have less money with 
which to work and it certainly isn’t any easier in this 
mad rush of modern life to attract the attention of the 
public. 


This means that we must pay 
more attention than ever to where our message goes, 
and to the preparation of it, so that its physical 
appearance may attract as many eyes and minds as 
possible. This is sound advice in considering plans 
for spending advertising money; with advertising 
budgets sharply curtailed the fewer media used the 
better. In other words, concentrate it into as few 
places as you possibly can so that each advertising 
effort can be made large enough to register with a 
sizable number of people. 

From the few sources available, retail advertising— 
especially on shoes—is far behind the loss of volume 
by percentages. Retailers have folded up in lots of 
cases and are making such mild, half-hearted promo- 
tional efforts that they simply are not registering on 
consumers. In one portion of the eleventh Federal 
Reserve District, where department store sales are off 
less than twenty per cent, department store advertis- 
ing is off fifty-one per cent! That is not sound 
retailing. 

Shoe advertising in that same area for about half 
of that same period follows the same trend, but is 
brought up far past sales potentialities by the enor- 
mous liquidation sales promotions in November and 


December. 









ee ee” a 


i 
I 
i 
| 
c 
I 
t 






Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Feb. 4, 1933 


WOULD YOU 


WILDCAT 


In retail business Customer Satisfaction is the 
Goose that lays the golden eggs of Profit. Econv- 
my will live with her in peace and friendship. 
But put Cheapened Goods in with her . . . a flash 
of claws and feathers, and in a twinkling Customer 
Satisfaction (that laid the golden profits) would 
be killed. 

Shoes of Genuine Australian Kangaroo, tanned 
in America, give you quality with which to build 
up Customer Satisfaction. For one thing Kangaroo 
is 17% stronger, weight for weight, than any other 
leather used in shoes, and won’t scuff or stretch 
out of shape. For another, soft and pliable as 
kid, it makes the lightest, most comfortable shoes 
that ever brought pure contentment to a pair of 


IN HERE? 


feet. And with its small, tight grain, Kangaroo 
will take a high, brilliant polish, suitable for both 
street and dress shoes. 

Don’t forget that the story of the strange, un- 
familiar Kangaroo and the superb leather that is 
made from its skin is a world beater! It attracts 
customers to your store . . . it tells them of quality 
. .. it gives them something new and something 
interesting to win their attention and to convince 
them. Our free merchandising paper “Daily 
Sales” gives you concrete suggestions on how to 
capitalize this story and tells you about the free 
newspaper cuts we will furnish—write to the 
Kangaroo Association, 9th & Westmoreland 
Streets, Philadelphia, Pa., for a copy. 


AUSTRALIAN KANGAROO 
TANNED IN AMERICA 


SURPASS LEATHER CO., PHILADELPHIA 
RICHARD YOUNG CO., NEW YORK 
ZIEGEL EISMAN CO., BOSTON 
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LOOKING FOR” 


Turn passersby into buyers. Give your shoe 
displays added sales appeal. Fit your display shoes 
with Fairy Forms. 

Fairy Forms bring out all the beauty and individu- 
ality of the shoes—because they fit the shoes perfectly. 


The light weight forms are moulded to fit the shoes, 


and through 


an ingenious adjustable cross-bar in 


the bottom, provide for variations in width. Thus 
the Fairy Forms fit snugly in the shoe, preventing 
any wrinkling and sagging; making the style and 
good looks stand out. 

Made in men’s, women’s and children’s models, 
of durable, light-weight material, Fairy Forms are the 
solution to keeping display shoes looking smart. 
Ask your shoe supply house to fit your display mod- 
els with Fairy Forms. And write for our free book- 
lets telling all about these selling aids. The Shoe 
Form Co., Inc., Auburn, N. Y., Licensed Manufactur- 


ThisistheAnkleHi 


Fairy 
ideal 


Form. It is 
for attracting 


buyers. 


AND FOREIGN PATENTS 


ing Branches: United Last 
Co., Ltd., Montreal, Que.; 
Northampton, England; 
Paris, France; Frankfort, 
Germany; Melbourne, 
Australia. 6 











The Line-Up for Summer 


[CONTINUED FROM PAGE 15] 


get men to wear them it will create a 
third season for you in the shoe busi- 
ness. 

“Suit: — Gray Wales Over-Check 
Coat. Trousers of same material. 
Street or Business Suit. 

“Shoe:—A plain brown calf straight 
tip oxford, full custom last. 


“Next is a combination of plain coat 
and patterned trouser, or a pattern 
coat and a plain trousers, seldom the 
two together. We use a pattern coat 
and pattern shirt in combination but 
never the two principal things such as 
the coat and trouser. 

“Suit:—Tan Wales over-check coat. 

Self figured brown trousers. 


“Here is a Norfolk coat. Merchants 
are at the point today where if we don’t 
supply them with the new things, they 
are through and we are through. They 
want the new and the unusual thing. 
They want the best selling style in the 
line, such as this Norfolk coat with the 
muff pockets. This, again, is a Wales 
plaid, the trouser being plain. Here is 
a shoe which may carry either a black 
leather sole and hee] or black rubber 
sole and heel. It was first shown by one 
store in New York. They first showed 
it in a yachting style and it became the 
accepted collegé style. 


| sold 


| “Shoe:-—-A white buck oxford, cus- 
tom last, wing tip, small punching 
on heel quarter and eyelet stay. 

| 


“I said I had no original ideas. I 
have one confession to make here. Here 
is a canary color, probably the most 
| unusual color for men to wear for 
| trousers. We hope they will wear it. 
They wear canary ties, shirts, socks 
| and sweaters, but they have never worn 
canary pants. Just for fun a woolen 
designer said he would like to make a 
piece of it. We tried it and bought the 
usual amount to make a pair of trous- 
ers and the samples, and one of the sur- 
prising things about the business this 
season is how this canary has sold. 
“Suit:—Light Brown Wales Plaid 

Coat. Eggshell Flannel Trousers. 


“Next is a white waistcoat. This 
started a year ago last winter as far as 
America is concerned, at Palm Beach 
and at some of the Florida resorts. It 
started in February and in the Spring 
during the April vacations at the east- 
ern colleges. This outfit has sold and 
very well. I should have had a 
black trouser with this. Always show 
a patent shoe with this; never the dull. 
The patent shoe has been confined 
mostly, in the last two or three seasons, 
to the tail coat, and the young fellows, 
particularly kids, wore the dull kid, but 
they are swinging to the patent leather 
shoe. 

“Suit:—White flannel mess jacket. 








“Suit :—Grayish Brown Self Figure 
Norfolk Jacket. Light gray flannel | 
trousers. 


Black dress trousers. 
“Shoe:—Plain toe patent, full dress 
oxford. 


“Here is a checked trouser, to be worn 
with a plain coat—a plain coat and a 
checked trouser or a checked coat and 
a plain trouser. It is called ‘sponge bag’ 
check. 

“Suit:—Brown garbardine norfolk 
jacket. Brown and white hound 
tooth trousers. 

“Shoe:—White buck oxford, brown 
calf straight tip, brown leather 
sole and heel. 


“Here again we have the Wales 
check. There is only one reason for 
showing the sweater. It is because it is 
purely sports, much thanks to our 
friends in Hollywood, they have put 
over the style. This is the brown buck 
shoe that is most authentic and correct 
—either the plain brown buck shoe or 
the perforation. There is some talk of 
gray buck. I am afraid it has gotten 
off on the wrong foot. Whether the 
young he-man will wear the gray buck 
to any degree, I don’t know. These boys 
on Broadway, the Hollywood type, who 
are extreme dressers are wearing the 
gray bucks. May be the other type of 
fellow will not accept it. 

“Suit:—Black and white hound’s 

tooth check coat. Brownish gray 
flannel trousers. 

' “Shoe:—Brown buck oxford, wing 
tip, perforated around heel foxing, 
eyelet stay, vamp and tip, custon 
last. 


“Another jacket is trimmed with 
cloth covered buttons. There is noth- 
ing new or outstanding about it. Many 

[TURN TO PAGE 37, PLEASE] 
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AN ENGLISH IDEA 


Style No. 558! 
Men’s Riding Boot 
Fawn Duck Leg 


Same style available for women No, 5582 

















WASHINGTON SHOE CO. 
163 Jackson St. 
Seattle, Washington 
Northwest Pacific Coast 


THE TOPPER 


$3.50 


THE “MACLAREN” TOPS 
EXCLUSIVE IN THE TOPPER 


TO BE SMART WEAR TOPPERS 
WITH MACLAREN TOPS 


MARION SHOE CO. 


MARION, INDIANA 
Fast Service Distributing Points 
STEWART-DAWES SHOE 
Co., INC. 


214 East Sth St. 
Los Angeles, Cal. 
Middle Pacific Coast 


DUNNAR BROS. CO. 
Brattleboro, Vt 


New E 
Eastern 
New 








Style No. 6682 
Women’s Riding 
White Dutk Leg 
Black Calf Trim 
Sizes 3 
Widths A te C 

Same style available for men No. 668! 


gland States, 
ew York, and 
York City 




















For Your Final Clean-Up 
[CONTINUED FROM PAGE 20] 


tising will not suffice today. A store’s 
advertising must be definitely related to 
its merchandising plans and policies; 
hence the present-day emphasis upon 
promotions in retail business. 

What is a promotion, in the retail 
sense? Primarily it is a carefully 
planned and perfectly co-ordinated 
sales effort, based upon a definite idea 
- that will appeal to customers and 
cause them to buy, to which all of the 
store’s media of publicity, whether ad- 
vertising, display or direct selling can 
be related. It is a sales offensive, 
launched on a broad battlefront, with 
every medium of publicity and sales 
appeal cooperating to accomplish the 
desired objective, just as infantry, 
aviation, artillery and all the arms of 
service unite in a synchronized attempt 
to gain a military offensive. 

Promotions have been found to be 
highly successful in accomplishing sales 
results, and for this reason it is to be 
presumed that much reliance will be 
placed upon it in 1933 retailing. It is 
for that reason that the RECORDER plans 
to devote much space in coming weeks 
to the development of two important 
promotions for the Spring season, first, 
NATIONAL FOOT HEALTH WEEK, 
and, second, NATIONAL SPORTS 
SHOE WEEK. Here are two selling 
ideas that the RECORDER believes to be 
sound and logical, both having a broad 





appeal to everybody who wears shoes. 


We believe they offer the most hopeful 
opportunity for extra sales and sales 
that will carry a satisfactory profit 
during the Spring and Summer season. 
We plan to tell merchants how to make 
the most of these two promotions and 
to offer ideas covering advertising, dis- 
plays and suggestive selling to make 
them effective. 

Meanwhile, we are in the period 
when retail shoe advertising is still 
being focused mainly on the clearance 
of Winter stocks. Sale ads now fill 
the papers, almost to the exclusion of 
other shoe advertising. Here and there 
a store devotes an ad to some special- 
ized line of footwear, playing up the 
appeal of health and comfort, but the 
majority of. the ads are frankly price 
ads, as is usual in January and early 
February. This is the natural and 
logical time to play up price and to 
clean up stocks using price as a sales 
argument. There are always some 
merchants who are inclined to criticize 
the reiteration of price in the sales 
period as demoralizing, but to us it 
seems quite natural and indeed the 
obvious thing for most stores to do. 
Price demoralization comes, not from a 
few ads in January and February, 
feature sale shoes at reduced prices, but 
from the tendency one often observes 
in times like these to prolong the cut 
price argument and the sale period out 
of season, to adopt sales as a perma- 
nent policy of selling, to try to mislead 
the public to a false idea and a false 
standard of values. 


The Line-Up for Summer 
[CONTINUED FROM PAGE 36] 


of you gentlemen can remember the 
time when it was a great deal formal 
and informal. 

“Suit:—Grayish green flannel suit, 
double breasted. 

“Shoe:—Brown calf oxford, narrow 
custom last, straight tip, same per- 
foration around vamp line as on 
the tip, custom last. A ventilated 
model as perforations go through 
vamps and lining. 


“A reddish brown coat has been good 

and will continue to be good. 

“Suit:—-Brown garberdine coat. 
Brown and white hound’s tooth 
check trousers. 

“Shoe:—White buck oxford, brown 
calf tip and heel foxing, brown 
piping around top of quarter and 
down eyelet stay. 


“Men wear white linen suits not only 
because they are cool but because they 
are smart. White linen has been pro- 
moted for many, many years, but it 
never was possible to sell them north 
of the Mason-Dixon Line to any extent. 
As far north as Chicago and New York 
you seldom saw a suit of clothes like 
this on the street, but they will be 
worn, not because they are cool or com- 
fortable, but because they are smart. 
When it becomes the smart thing to 
wear any certain thing they will wear 
it regardless of its comfort. 
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Economy and Sales Tax Urged 


Middle Atlantic Shoe Merchants Re-elect 
Officers and Adopt Strong Resolutions 


keane Md.—David S. Josephson, 
of Trenton, N. J., was reelected president of the 
Middle Atlantic Shoe Retailers’ Association by the 
new board of directors chosen at the annual conven- 
tion here last week, and the other officers of the asso- 
ciation were also reelected, as follows: 

First ‘ vice-president, Roy Walter, Wilkes-Barre, 
Pa.; second vice-president, Herbert J. Rich, Wash- 
ington, D. C.; third vice-president, C. Fred Bikle, 
Hagerstown, Md.; treasurer, Milton M. Bendheim, 
Wilmington, Del.; secretary and managing director, 
Cal J. Mensch, Philadelphia, Pa. 

The newly elected board of directors consists of 
the following: George M. Garman, Philadelphia; 
George W. Ludebuehl, Pittsburgh; Charles Kahn, 
Williamsport ; I. C. Smashey, Salem, N. J.; C. Fred 
Bikle, Hagerstown, Md.; Milton M. Bendheim, Wil- 
mingten, Del.; T. W. Broadwater, Roanoke, Va. ; 
Herbert J. Rich, Washington, D. C. 

The resolutions committee, in its report, took a 
definite stand on important economic problems of the 
day. This report, as adopted, pledged whole-héarted 
support of the president and the new administration 
and offered cooperation to all progressive movements 
that will influence the welfare of the American peo- 
ple, so that confidence in our commerce and institu- 
tions may be reestablished. 

Another resolution urged upon national, State and 
city governments the stern necessity of drastic cuts 
in the cost of government to the practical operating 
level of today’s needs. “Taxes must be reduced, not 
increased, and budgets balanced by a reduction in 
expenditure, minimizing government if necessary, 
just as business men are liquidating their overhead 
and all controllable expense.” 

Adoption of the sales tax at the source as the most 
equitable and understandable form of taxation was 
recommended. 

Members urged, for their preservation, not to cut 
down their merchandise below the level trat will 
sacrifice quality or their legitimate mark-up, “for 
no business can maintain progress without profit.” 

Another resolution declared that “as merchants 
from whom the government derives a large share of 
taxes we are opposed to the establishment of any 
government commissary with power to purchase and 
distribute merchandise to the poor, believing that this 


activity will be more economically handled in the long 
run, and better assured, by issuing orders to regular 
established merchants.” 

The convention went on record as condemning the 
practice of the various bureaus of the United States 
doing business at retail. The committee appointed by 
the president to investigate this practice has reported 
that this business has amounted to millions of dollars 
of which a very large amount was done with civilians 
who had no connection or any working capacity in the 
interest of the government. 


dd 

P rosperity cannot be brought about 
by doles or charity, appropriations to specially priv- 
ileged minorities or subsidies to individuals or to 
business,” declared the resolutions committee report. 
“We recommend that in the place of the dole or 
charity the money appropriated for the purpose, as 
far as possible, be used to provide work in the form 
of public improvements for the unemployed, so that 
the manhood of our people be not impaired, that their 
feeling of self-support be again returned, that their 
hope of independence may again be restored. 

“We heartily indorse the “Buy American Goods” 
campaign which has already gained so great an 
impetus.” 

The following message from John Slater, of New 
York, was read: 

“Some of us—any of us may fail. It is not writ- 
ten that only winners be born. But as an association 
—as district representatives you will not fail. 

“There is an answer to every problem. You each 
have individual problems. No two are alike—for no 
humans are similar. Remember that and you will do 
your own thinking. Forget what your neighbor is 
doing. Don’t copy him. Analyze your own affairs— 
seek advice by all means, but seek advice from the 
best versed. Beware of the advice from him who 
has something to gain. 

“No business is better than the man who runs it. 
If you would improve your business—first improve 
yourself. 

“New conditions are here—newer ones will arrive. 

“Throw off the thoughts of the old, indulgent, lazy, 
money-making days and buckle down and give your 

[TURN TO PAGE 52, PLEASE] 
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RAIGHT 


as a Plumb Line.. 


The curved This 

breast line | is the 
of the old Wears 
method as way 


The Mears MONOPLANE HEEL 
is the modern refinement of the popu- 
lar Cuban Heel. 


Straight lines replace the old, incon- 
gruous curved breast edge of the 
ordinary Cuban heel. 








The result is an added touch of smart- 
ness, an unusual trim military effect 
and a heel of perfect symmetry. 


Mears MONOPLANE heels will add 
distinction and beauty to your Cuban 
heeled models, and assure you the 
finest workmanship and materials that 
it is possible to buy. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 
Affiliated Company: Fellows Wood Heel Co., Brentwood, N. H. 


This trade-mark is your safeguard 
in selecting wood heels 











When writing advertisers please mention Boot and Shoe Recorder 











The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it is 


constantly imitated but never equalled 


look for the 


> 
ITS QUALITY 
is just as superior as its appearance — 


ee >] 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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>» HOW’S BUSINESS? 








Boston Market Survey 

Boston — The month of January, 
running true to form, has been a period 
of consistent buying in the Boston 
market. Many shoe factories, in con- 
sequence, have stepped up their pro- 
duction. 

Much of this buying, however, has 
been designed to fill holes in retail 
stocks being offered for immediate sale. 
With the exception of the larger 
operators — wholesalers, mail order 
houses and some of the chain store 
organizations—there has not been as 
much forward buying as is usually the 
case at this time. It seems likely, 
therefore, that another buying bulge 
will develop later, probably in mid- 
February, when merchants begin to 
order shoes for sale during the Easter 
season. At present, there is a feeling 
that while styles, as outlined, will be 
good, the merchant would be better ad- 
vised to wait and try to sense the busi- 
ness pulse before deciding on the size 
of the order to be placed. 

This is particularly true of those 
merchants carrying the higher grades 
in which division of shoe manu- 
facturing, conditions are spotty, with 
some factories fairly busy and others 
at lower ebb for the time being. 

In both men’s and women’s shoes, 
medium to low grades are the most 
active. 


Slight Change in Index Figures 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its index 
number of wholesale prices for the week 
ending Jan. 14 stands at 62.0 as com- 
pared with 61.9 for the week ending 
Jan. 7, showing an increase of approxi- 
mately two-tenths of 1 per cent. These 





index numbers are derived from price 
quotations of 784 commodities, weighted 
according to the importance of each 
commodity and based on average prices 
for the year 1926 as 100.0. 

“Hide and leather products” classifi- 
cation has advanced from 68.9 as of 
Jan. 7, to 69.2, but this is 0.1 less than 
the figure reported Dec. 17, 1932. 


Import Figures 


LYNN, Mass.—William O. Attwill, 
secretary of the Lynn Shoe Manufac- 
turers Bureau, figures that imports 
of women’s leather shoes, totalling to 
75,000 pairs during December, aver- 
aged a value of 69 cents a pair. When 
the tariff fight was on a few years ago, 
shoes at $2.25 a pair, manufacturers’ 
price, was taken as a basis for com- 
parison and computation. 

Mr. Attwill also figures imports of 
sneakers and like types, which came in 
during December to the number of 
469,000 pairs, averaged a value of nine 
cents a pair. 


Gold Seal Increases 

NEWBURYPORT, Mass. — Gold Seal 
Shoe Co. has started up its factory, No. 
2, formerly the shop of the Bresnahan 
Shoe Co., at 65 Beverly St., Boston, and, 
in late January, got its production up to 
50 cases a day in the No. 2 factory. 


Shoes on Prescription 


New Orleans.—-Shoes, as well as medicine, 
can be bought by prescription. The Louisiana 
State Chiropodists’ Association announced 
Saturday that its members have adopted a 
resolution directing the use of standard 
prescription blanks by members of the associa- 
tion in ordering the type of shoes best fitted 
to the feet .of their patients. The resolution 
was adopted following a meeting of the 
chiropodists with representatives of several New 
Orleans shoe firms. 
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French Import Quota 


NEw YorK — Negotiations between 
the Syndicate of French Importers and 
the producers of patent leather in the 
United States, a very substantial part 
of whose business lies in France, are 
likely to result in the immediate future 
in the use of the agency of the Tan- 
ners’ Council acting as agents and rep- 
resentatives of the French Ministry of 
Commerce. 

Subject to the approval of the Execu- 
tive Committee of the Tanners’ Council, 
and while the method of procedure has 
not been entirely settled, practically the 
entire industry in the United States 
producing patent leather for the French 
market are in accord in authorizing the 
Tanners’ Council to act for them in the 
issuance of certificates which will al- 
locate to each shipper his due propor- 
tion to the quota, and as part of the 
bill of lading will insure entrance 
through French ports. 

The responsibility is one which the 
Tanners’ Council hesitates to assume 
and only after assurance on the part 
of the Syndicate of French Importers 
and the producers of American patent 
leather that its agency will be satis- 
factory, the Tanners’ Council has con- 
sidered the request. Under this ar- 
rangement the relations between the 
shippers in the United States and the 
importers in France will, it is hoped, 
become increasingly close. 


Store Showing a Profit 


TORONTO, CANADA—Profits by the 
Agnew-Surpass Shoe Stores, Ltd., for 
the first half of the current fiscal year, 
which ends May 31, were approximately 
double that of the first half of the pre- 
ceding year. The firm states this larger 
profit was made despite the fact that 
sales were 10 per cent less in the first 
half of the current year. 
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Popular Miami Styles 


MIAMI, FLA,— Cowen-Nankin Shoe 
Stores, Inc., are showing some smart 
new models in evening slippers that 
are meeting with favor in the eyes of 
those who come to Miami for the win- 
ter and expect to find something “dif- 
ferent” in footwear—the fashions 
which will be popular next summer in 
the north. “Fifi” is a toeless and 
backless sandal—three little straps are 
all that ho!ds the sole to the foot. The 
gold-colored French heel, the arch and 
the gold kid lining conceit gives a 
trimness of ankle and instep that is 
desirable. Silver and gold are popu- 
lar in evening slippers. Deep blue and 
white is another favorite. Dark colors 
with a light frock is the rule this 
season. Because the silver and gold 
slipper will “go” with almost anything, 
they are unusually popular. They 
might be termed a “depression” fashion. 


Sees Big Blue Season 


CLEVELAND, O.—Blue kid is going to 
get a big play in the early spring in the 
opinion of Frank Spargur, assistant 
buyer of the Higbee Co. shoe depart- 
ment. Demand is already presenting it- 
self and will develop considerably dur- 
ing the next few weeks, he believes. At 
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present black kid is getting the big 
demand with brown kid second and blue 
ranking third. Fourth place goes to 
reptile. 

Trimmed pumps with highly perfo- 
rated designs are very popular and a 
finely perforated lacette model oxford 
with low tie selling at $10 is getting con- 
siderable call at present. The expected 
blue kid run a little later will fade into 
biege in late April and May with whites 
following for the warm weather months, 
according to Spargur. 


Changes in Lasts 

LyNN, Mass.—The Gardiner last fac- 
tory, quite busy, is making more lasts 
for welts than for some years, a cir- 
cumstance due in part to the demand 
for lasts for sport shoes, and, also, due 
in part to the demand for welts for 
street wear. 

Toes are getting wider and rounder, 
generally speaking, but not necessarily 
roomier, for the foreparts of many of 
the new lasts are shorter. 

Heels are moving up by one-eighth, 
for the several grades of heights, in- 
stead of getting lower. 


Typical Silhouette 

[CONTINUED FROM PAGE 18] 
metric effects; that is, a shoe whose 
design on one side differs from the 
other. Sometimes that may be a con- 
trasting bit of leather on one quarter 
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and the inside of the shoe entirely 
plain. Sometimes it is more subtle than 
that. Sometimes it is a matter of 
stitching on one side being different 
from the other. 

Another detail is that of the low 
placed strap—placed quite well down 
over the instep in certain types of 
shoes. Fundamentally the thing shoes 
are doing is conspiring to make a wo- 
man’s foot look smaller. That is rather 
a radical change. For some time we 
haven’t cared whether we had big feet 
or not. In some cases we were rather 
proud to have rather large hands. It 
has been rather the thing to buy gloves 
large and wear them in careless, sloppy 
fashion. 

We recently published a glove arti- 
cle pointing out that the new tendency 
in gloves is to fit the hand again. The 
same thing has happened in shoes. It 
is doing several things to the design 
of shoes. It is creating a new demand 
for rounder toes, shorter vamps, 
straighter heels. 

The tendency to make one’s feet look 
small again is also calling for shoes 
which show their trimming in large 
areas rather than in small, jewel-like 
or gingerbready ornamentation. In- 
stead of having just a little bit of pip- 
ing or stripping around a shoe you are 
very much more apt to have a vamp in 
one material and a quarter in another. 
This treatment cuts the line of shoe in 
profile so that the foot looks shorter. 

















Two can live almost 
as cheaply as one... 


Lexington. For instance, rooms at 

the minimum rate of $3 a day for 

one person, are only $4 a day for two. 

And the Lexington is a new hotel, lo- 

cated in the Grand Central Zone, one block 
from fashionable Park Avenue. 


$ 1 a day more for two persons at Hotel 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 


BUSINESS 
MANS 


SPECIAL / 


Yes—we mean it. Present this Ad. and 
when you're paying your bill we'll credit your 


account $1.00 - - Just say “Business Special” 








when you register—and you get: (1) Room with 
bath; (2) Choice of six Club Breakfasts; (3) Full 
course dinner - - all for $3.50, and you pay $2.50. 


Write for a “Business Special Card” on your firm sta- 
tionery, or say “Business Special” when you register! 


HOTEL WELLINGTON 


55 STREET AND 71: AVENUE 


NEW YORE CITY 
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Stephen Putney Co. Makes Good 
Showing 


RICHMOND, VA.—Rounding out 116 
years of continuous operations, the 
Stephen Putney Shoe Company, of 
Richmond, held its annual stockholders’ 
meeting recently, featured by reports 
showing an unusually successful year, 
justifying a continuance of the same 
dividends as were paid in 1932. 

The company, which was established 
in Richmond in 1817 by Samuel Put- 
ney, not only showed a tremendous gain, 
namely, 356,448 pairs of shoes over the 
record made in 1931, but likewise 
showed a substantial gain in dollar vol- 
ume. > 

The only change in the personnel of 
the board of directors was the addition 
of E. E. Wilson as a director. The other 
members of the board who were re- 
elected were A. P. Cone, R. W. Williams, 
P. W. Brandt, H. L. Threadcraft, A. H. 
Felthaus, C. A. Bain, B. Frank Drew 
and W. H. P. Leigh. Officers re-elected 
were A. P. Cone, president; R. W. Wil- 
liams and P. W. Brandt, vice-presi- 
dents; H. L. Threadcraft, secretary, 
and A. H. Felthaus, treasurer. 

While the Southern States are cov- 
ered more closely, the company dis- 
tributes its products in practically 
every State in the Union. Because of 
the success the company has ex- 
perienced in the Western States, 1933 
plans call for the opening of several 
new territories in this section. 


Injunction Awarded C. L. Nisley 


CoLuMBUS, OHIO—The suit brought 
by Charles L. Nisley in the U. S. Dis- 
trict Court in Columbus, asking for an 
injunction against the Nisley Shoe Co., 
a subsidiary of the G. Edwin Smith 
Shoe Co. of Columbus, to prevent the 
company from using the name “Nisley” 
in the operation of the chain of 64 re- 
tail shoe stores in the larger cities of 
the country at its preliminary hearing 
resulted in the granting of the injunc- 
tion. The decision of the court was 
appealed by the Nisley Shoe Co. and 
it will come up for hearing in a higher 
court. The court held that since there 
was no assignment of the name when 
the Nisley corporation was first or- 
ganized in 1924 with Charles L. Nisley 
as president, the company has not the 
right to the name. The company first 
had headquarters in Springfield, Ohio, 
and later opened branch store in Louis- 
ville, Buffalo and Rochester. These 
experimental stores proved so success- 
ful that the chain was rapidly de- 
veloped. 


Panor Shop Liquidating 


MINNEAPOLIS, MINN.—The two Pa- 
nor shops here and one in St. Paul are 
disposing of the stock of the Kansas 
City store which is being liquidated be- 
cause of loss of store lease there. Sev- 
eral lines were sold at less than half 





price. 


An Exceptional Window 


New York, N. Y.—Shoes from many 
lands are fascinating the Fifth Avenue 
strollers in the windows of the Shoe- 
craft Salon between 55th and 56th 
streets. This display is built around 
the world cruise of the S. S. Resolute 
and shows typical shoes worn by the 
natives in countries visited during the 
voyage. Some of these shoes such as 
tiny velveteen sandals with pussy 
heads painted on the toes for Japanese 
infants; embroidered slippers for a 
Singapore belle; leather sandals having 
soles cut from old automobile tires for 
a youth of East Africa; a pair of bril- 
liantly painted sandals which a young 
man of Madras, India, wears when 
courting and white goatskin boots for a 
child of Maderia offer striking contrast 
with the store’s “Cruise” styles. 

Two novelties in the window deserve 
special mention. A low heeled buck- 
skin oxford designed as a bicycling 
shoe for those women going to Bermuda 
and Havana. This is to wear with the 
bifurcated bicycle frocks which have 
been found more comfortable and less 
likely to catch in the pedals than pa- 
jamas. 

The other shoe is a high style affair 
for evening wear and has a silver or 
gold metal mesh inlaid in the vamp and 
quarters. Silver or gold kid leather 
furnishes the balance of the material. 
These shoes are priced at $22.50. 

The entire window displav is handled 
in a dramatic manner. well calculated 
to do the work intended. 


Grady Takes Over Store 


TORRINGTON. CONN. — Frank Grady 
has taken over the retail shoe store 
onerated on Center Bridge by William 
P. Drisco'l. Mr. Grady has been con- 
nected with the shoe trade here for 
fourteen years. 


Transfers Ownership 


PORTLAND, ORE.—The Home Trade 
Shoe Company has been succeeded by 
Baron Shoe Company, who have moved 
their new stock into 145 Fourth Street. 
Sam Swirsky is manager. 


Favorable Detroit Report 
DetroItT—A favorable report on busi- 
ness conditions for January has been 
made bv one of the large Detroit stores 
in the statement of P. M. Sabin, Detroit 
manager of Walk-Over Shoe Stores. 
January sales here are notably higher 
than were December figures. This rec- 
ord is all the more emuvhasized by the 
fact that the absolute increase is true 
even taking into consideration the 
Christmas. sales figures. including 
specia'ties, hosiery. etc. The interpre- 
tation is that people have been waiting 
for the customary January sales, and 
that this factor is responsible for delay 
in buying at usual advertised prices. 
This condition of economical buying is 
more true this year than ever before. 





ROGERS 
SHOES 


the latest in genuine Good- 


year Welts made in U.S.A. 


$ Dy, 00 
RETAIL 
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THE RADCLIFFE 
In smoked Elk, white, 
brown, ack and 
camel Elk—rubber and 
ee soles—A to C 


i — 
DAYTONA 
In black and white, 
brown and white, and 
two tone Elk—rubber 
and leather soles — A 
to C—$1.40. 


THE VASSAR 


In smoked Elk, white 
and two tone combina- 
tions, with flat and 
Cuban heels — in rub- 
ber and leather soles— 
A to C—$1.40. 
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NASSAU 


In black and_ white, 
brown and white. and 
two tone Elk combina- 
tions — leather soles 
only—A to C—$1.40. 


| Terms: 2 per cent—30 days. | 


ROGERS BROS. 
SHOE CO. 


\e LINCOLN ST., BOSTON, MASS. 
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WHERE TO BUY 
Shoe Trees 


SIMPLEX SHOE 
TREE CORPORATION 
472 Breedway, New Yerk 


6 6 6 en 8 hh nh FT 


WHERE TO BUY 
Men’s Shoes 
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Men’s Fine Shoes 
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| Kfogivet ie MASS. 
“Tlettleton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
B. W. COOK, President 
Syracuse, N. Y. 














Stacy Adams Co. 


Manufacturers of 
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TF WEYMOUTH, MASS. U.S.A. j 
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PITTSBURGH RETAILERS ELECT OFFICERS 


PITTSBURGH, Pa.—Sam B. Levine, 
president of the Parisian Shoe Shop, 
Inc., was elected president of the Pitts- 
burgh Shoe Retailers Association at 
their last monthly meeting. He suc- 


President Sam B. Levy 


ceeds Harry W. Ritter, who was given 
a vote of thanks for his service to the 
organization. 

John T. Winn was elected vice-presi- 
dent; Harry Schwartz, treasurer, and 
R. Bruce Murphy was re-elected secre- 
tary. W. H. Kuhl, Bernard Klein, 
F.. Ruffenach, Clarence Stein, and John 
Rehling were elected directors for three 
years. 


Delegates to the Middle Atlantic 
Shoe Retailers Association convention 
will be the new president, Al Schmidt, 
Morris Brody, and Harry Schwartz. 

Sam B. Levine typifies the successful 
shoe retailer, and is as enthusiastic in 
his work for the organization as in his 
private business. At present his com- 
pany has two places of business; one 
in the Roosevelt Hotel and the other 
in East Liverpool, Ohio. 

The latter store was opened last Sep- 
tember, and in spite of the gloom on 
the business horizon during the last few 
years, Mr. Levine plans an ambitious 
business program for 1933, and hopes 
to branch out further during the 
ensuing months. 

“I believe in the future of the shoe 
business,” he said. “I still think that 
the store that offers the customer 
proper service, amidst good surround- 
ings, and correct styles, ‘will not perish 
from this earth.’ ”’ 

Mr. Levine was born and reared in 
New York, where he acquired his early 
experience in the shoe business. He 
came to Pittsburgh in 1918, and his 
first job here was selling shoes for the 
W. M. Laird Company. He spent a year 
with Kaufmann’s Department Store be- 
fore entering the trade on his own. 

He joined the local Association in 
1920; served as a director from 1925 
to 1930; and was treasurer from 1930 
until elected president. His establish-- 
ment was the first parlor type store 
known in the Middle West, and excited 
considerable comment. It was located 
at the time on Wood Street. The shop 
caters exclusively to women. 











Ohio Convention to 
Talk on Taxes 

CoLumBus, O.—The program for the 
annual meeting of the Ohio Valley Re- 
tail Shoe Dealers’ Association is to be 
built around the proposed general sales 
tax which has been introduced in the 
present session of the Ohio Legislature. 
Since the legislature is in session it is 
believed that the discussion on this 
measure by the time the convention will 
convene, Feb. 13 and 14, will have 
reached such a point that the largest 
attendance in years will result. 

The Ohio Valley Retail Shoe Dealers’ 
Association, backed by the Ohio Council 
of Retail Merchants with which ‘it is 
affiliated, has taken a vigorous stand in 
opposition to any retail sales tax, im- 
posed by the state 


Adds Shoe Department 


BALTIMORE, Mp.—Jacob Rashbaum, 
2701 Kennedy Avenue has enlarged his 
drygoods and housefurnishings store 
to more than triple its former size. A 
substantial shoe shop, occupying one of 
the three sections into which the new 


store has been constructed, is operated. 
Moderate priced lines of footwear for 
men, women and children is carried. 
This is the first time this concern has 
sold shoes. 


Buffalo Store Liquidating 


BuFFALO, N. Y.—The P-J Shoe 
Stores, Inc., retail shoes at 2179 East 
Seneca street is being liquidated by 
Louis Sternberg, who has been assigned 
to close out the business. The company 
has be enlocated in the Cazenovia Park 
section of the city for many years. 


Atlanta Store Closes 

ATLANTA, GA.—Paul’s Shoe Shop, at 
59 Whitehall street, S. W., has closed 
its door. It is the second Atlanta shoe 
shop to close following the first of the 
‘year. 


To Open in Burlington 

BURLINGTON, IowaA—Wilton C. Pauly 
and Clifford K. Neff, both of this city, 
have announced plans of opening a shoe 
store here in the spring. 
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A BALANCED WINDOW DISPLAY OF SPORT SHOES 


Here’s a practical idea for an attractive 
window display featuring men’s sport shoes. 
It originated with the Freeman Shoe Corpora- 
tion and shows their new line of spring and 


summer shoes. The spotting of the all white 
and the white combinations is most effective, 
as it illustrates what can be done in brighten- 
ing up displays. 














» ABOUT PEOPLE < 








Meier Swope Observes Golden 
Wedding Anniversary 


St. Louis—On Jan. 4 Mr. and Mrs. 
Meier Swope observed their golden 
wedding anniversary. Mr. Swope, presi- 
dent of the Swope Shoe Co., has been 
associated with the retail shoe business 
in St. Louis for 65 years. He is 82 
years old. Mrs. Swope is 72. 

Born in Saxony, Mr. Swope came 
here in 1868 and joined his brother Joel 
Swope in a retail shoe business which 
the brother had established during the 
Civil War in the old French Market. 
A few years after Meier Swope came 
here, the shoe business became known 
as Joel Swope & Bros. As the business 
district changed the business was moved 
north on Fourth Street and eventually 
to 811 Broadway. After the death of 
Joel Swope in 1901 the business was 
incorporated and in 1912 was moved 
to its present location. 

Mr. Swope is still active in the busi- 
ness and is in his office every day where 
his interest in the business remains as 
keen as ever. 

Gerard Swope, president of the Gen- 
eral Electric Co., and Herbert Bayard 
Swope well-known newspaper execu- 
tive are nephews of Mr. Swope. 


Frank P. Ricca Goes Ahead 


NEw ORLEANS—F rank P. Ricca, man- 
ager for the past six years of the 
Chandler Boot Shop, 811 Canal Street, 





and just last year appointed supervisor 
of Louisiana and Tennessee sales, has 
just been promoted to be assistant gen- 
eral supervisor and sales manager of 
his company’s entire chain of stores. 
Mr. Ricca began as an extra salesman 
seven years ago and has been success- 
ively promoted until he now has one of 
the highest positions in his organiza- 
tions. 


Geuting Makes Radio Talk 


PHILADELPHIA—A report on the shoe 
trade was recently given by A. H. 
Geuting, president of the National Shoe 
Retailers Association and head of the 
A. H. Geuting Shoe Company, in a 
radio talk from station WLIT in this 
city. The talk, under the auspices of the 
Philadelphia Chamber of Commerce 
and the First National Bank of Phila- 
delphia, was conducted by Robert N. D. 
Arndt, of the John Faulkner Arndt & 
Co., Inc. 


Filion Goes to Cleveland 


CLEVELAND, 0.—Ross D. L. Filion, 
who was former buyer of the Higbee Co. 
shoe department in Cleveland, is once 
again in the old home town and has 
taken up his new duties as buyer of the 
women’s shoe department at the May 
Co. He was recently buyer of the May 
Co. store in Baltimore, but was trans- 
ferred to fill the vacancy left by Joseph 
R. Minco who goes to Lord, & Taylor, 
New York. Present assistant buyer at 
May’s is Herbert Smith. 





WHERE TO BUY 


- Women’s Shoes 
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CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 


Inc 











600606008 


for All Occasions’’ 


IN GENUINE HAND 


~" TURNS 


No. 2102 
PAT. LEA. 
REGENT 


$2.85 @ 


4606060606008 


“The Correct Dodge 


pe 8 
8 


0 
19/8 Louis Heel 
Medium Pointed Toe Last 


0, re Per ih 


NEWBURYPORT, 
“ONE good TURN BELLS. wy OTHER” 


$66066060600600600000060' 








Shoe Chain Expanding 


CoLumMBus, OHIO—The Nisley Shoe 
Co., subsidiary of the G. Edwin Smith 
Shoe Co., announces that new stores 
will be opened on Olive St., St. Louis, 
about Feb. 15 and at 145 Tremont St., 
Boston, about March 15. With the 
opening of these stores the chain will 
consist of 64 stores. 

The G. Edwin Smith Shoe Co. operat- 
ing factories in Columbus and Newark, 
announced that following a week close 
down for inventory and rearrangement 
of the factory, both factories resumed 
operations recently on a practically 
full schedule. 


David Hughes in Miami 


MIAMI, FLtA.—David Hughes, for the 
past three years buyer and manager of 
the shoe department in Cromer-Cas- 
sel’s, one of the large department stores 
of Miami, has become associated with 
the Miami Shoe Store. He will serve 
the new concern as buyer for women’s 
shoes and as fitting specialist. Before 
coming to Miami, Mr. Hughes was for 
some years with Gladdings in Provi- 
dence, R. I. He is an experienced shoe 
man, particularly in women’s wear. 
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WHERE TO BUY 


Sport Footwear 


SO 6 6 6 OF EF ee 


WHERE TO BUY 


Children’s Footwear 


a 6 OO SO er 





MRS. DAY’S IDEAL BABY SHOES 

ban infants’ Soft Seles. ..0-8 

intermediates ........ 1-5 

Flexible Hard Soles. ..2-8 

Send for In-Stock 
alog 
MRS. ony IDEAL BABY 
SHOE CO. 

Locust St. Danvers, Mass. 











PURITAN WELTS 


AN IN-STOCK 
INNOVATION 


PATENT - - - WHITE Send for catalog. 


JERSEY - - - COFFEE 
LIGHT SMOKE * 
GRADES: |, 2 and 3 


Send for Samples EPHRATA SHOE CO., Inc. 
IN-STOCK EPHRATA, PA. 


WHERE TO BUY 


Riding Boots 


RIDING BOOTS 
‘ IN-STOOK 
Women and 


For Men, 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog, 





Sample Sale Stirs Interest 


New York, N. Y.—A sale of sample 
shoes at Saks-34th Street store created 
a goodly amount of interest last week. 
A price of $5 placed this offering out- 
side the usual run of sale shoes which 
were being promoted all over town. 
The fact that these shoes were advanced 
next summer styles, caused the cus- 
tomers to buy several pairs at a time. 

The copy ran as follows: “4B’s At- 
tention! Because you’re lucky enough 
to have a model foot .. . here’s another 
piece of good news! 

You’re invited to a 
Saks Sale 
of 4B sample shoes, $5 

No two pairs alike... all brand-new, 
advance styles that you’ll be the first 
to wear... and every type of shoe that 
you’ll need between now and next sum- 
mer is included in the group. Sport 
shoes, . .. Evening slippers... . Day 
and afternoon styles. ... Black, brown, 
colors. Come early! And choose for 
the next six months!” 


Sees Good in Campaign 


BurraLo, N. Y.—John F. Funnell, 
men’s shoe buyer for The Kleinhans Co., 
believes the campaign being sponsored 
footwear manufacturers to popularize 
lightweight summer footwear will have 
a stimulating effect upon sales. In- 
creased consumer demand last year for 
two-tone sport oxfords, Mr. Funnell 
says, has impressed him with the al- 
most unlimited possibilities of develop- 
ing a summer footwear consciousness 
which should boost sales of such types 
of shoes with flexible soles, perforations 
and similar styles in calfskin. A larger 
percentage of orders for this type of 
summer shoe has been placed by the 
store than a year ago. 


Store Wins Cash Prize 


EUGENE, OrRE.—The Gilbert Shoe 
Store won the $200 cash prize for hav- 
ing sold the greatest number of Star 
brand shoes of any exclusive shoe store 
in Oregon during the last ten months. 
Members of the efficient force of this 
store are Tom Gilbert, Dean McAlIpin 
and Don Meyer. 


Army Leather 

DANVERS, Mass.—Creese & Cook Co. 
are busy getting out black calf for 
army shoes as well as leather for 
civilian footwear. 








OBITUARY 








Veteran Retailer Dies 

Prasopy, Mass.—Alonzo J. Raddin, 
who carried on a retail shoe store in 
Peabody, Mass., for 35 years, and be- 


fore that was a shoe manufacturer, died 


recently. Age 92 years. He was a 
Mason for more than 50 ‘years. 
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Pioneer Shoe Retailer Passes 


SEATTLE, WASH.— Pioneer shoe re- 
tailer of Seattle, during the days pre- 
ceding the big Gold Rush to the Klon- 
dike, Herbert R. Raymond died at his 
home on Graham Street, this city, 
Sunday, at the age of seventy-one years. 
He had a long and successful career 
as a shoe merchant from the time he 
first opened in this city in 1885 until a 
few years ago, when he retired from 
business. 


Edward N. Andrews 

RocH N. Y.—Death this week 
claimed Edward N. Andrews, 81, re- 
tired Waterloo, N. Y., retail shoe dealer 
and one of the best known business men 
in Western New York. 

Mr. Andrews had been in business in 
Waterloo for more than 35 years before 
he retired six years ago, drawing his 
clientele from a radius of several miles. 
He was a member of Seneca Lodge of 
Masons and a charter member of the 
Waterloo Business Men’s Association. 


John M. Fanger 


CINCINNATI—John M. Fanger, 76, 
president of the Fanger & Rampe Shoe 
Company, 341 East Pearl Street, died 
at his home, 3011 Woodburn Avenue, 
Jan. 18. He died of a heart attack. 

Fanger was also a director of the 
Provident Bank & Savings Company. 
The Fanger & Rampe Company is one 
of the oldest shoe concerns in Cincinnati, 
having been established over a half 
century ago. 

Requiem high mass was sung in St. 
Francis de Sales Church Saturday, Jan. 
21, and burial was the same day in 
Calvary Cemetery. 


N. J. LaLonde 


ALPENA, MicH.—N. J. LaLonde, 59, 
retail shoe man, died suddenly at his 
home Jan. 11. At the age of 12 years 
he commenced his career in the shoe 
business, which proved to be his life 
work. He started clerking in the shoe 
firm of Masters & Folkerts, located 
where the Alpena Trust & Savings 
Bank now stands. This was later 
known as Masters & Barrett Shoe Com- 
pany. 

Later he opened a shoe store in part- 
nership with James Doyle, formerly of 
this city, and now of Detroit. This 
partnership continued for over 10 years, 
when Mr. LaLonde purchased the in- 
terest of Mr. Doyle, and since then had 
conducted the business himself, over a 
period of 34 years, during which time 
he had always been at the present lo- 
cation in the Culligan block, South 
Second Avenue. 

For a time after leaving Masters & 
Barrett he was in Detroit, associated 
with Fred B. Franks in the retail shoe 
business. He severed this connection 
to join James Doyle in Alpena. 

Surviving Mr. LaLonde are his 
widow, five daughters and four sons. 
His fraternal affiliations were the 





Knights of Columbus, Elks and Eagles. 
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> ON THE SELLING END < 


News of the Travelers and Sales Activities 








Colorado Travelers Elect 


The following officers have been 
elected for the year 1933 by the Colo- 
rado Shoe Travelers’ Association: 

C. C. King, president; E. W. En- 
gelcke, vice-president; H. J. Shull, sec- 
retary-treasurer. 


J. O. Edwards Changes Line 


J. O. Edwards, formerly with the 
P. W. Minor Company of Batavia, 
N. Y., is to represent Menihan Com- 
pany, Inc., of Rochester, N. Y. 

Mr. Edwards is to cover his old terri- 
tory which is from Milwaukee west to 
the State of Washington. 


Sullivan Signs With Peck 


During the past week J. L. Sullivan, 
4903 Worth Street, Dallas, Tex., signed 
up with the Peck Shoe Company, Wor- 
cester, Mass. 

Mr. Sullivan while a resident of the 
South has been traveling this particular 
section for many years past and is 
known to the trade very intimately. 

Mr. Sullivan now has samples and is 
calling on his many customers and 
friends. 


P. H. Murphy Changes 


WILKES-BarRrRE, Pa.—P. H. Murphy, 
formerly manager of McCreery’s Bud- 
get Shop of Pittsburgh is now buyer 
and manager of the shoe department in 
the Wi'kes-Barre Dry Goods Co. Mr. 
Murphy is a brother of G. C. Murphy 
and R. B. Murphy, all well known to 
the trade in Pittsburgh. 


B. H. Gratt With Herbert’s 


PROVIDENCE, R. I. — Herbert’s Shoe 
Store which opened here recently with 
a line of women’s novelty footwear is 
experiencing a very satisfactory busi- 
ness under the aggressive management 
of Benj. H. Gratt. Advertising over 
the radio twice a week in addition to 
the regular store publicity and excep- 
tional window trims has much to do 
good showing being made. Gratt is well 
versed in store operation, having been 
buyer and general manager for a chain 
of New England shoe stores for some 
time. 


Samuel Holtz Transferred 


BROOKLYN, N. Y.—Samuel Holtz has 
been transferred from the Corona, L. I., 
Beck Hazzard store to the manager- 
ship of one at 1651 Pitkin Ave. This 
transfer is the reward of six years 
faithful work with the company. 





Vulcan Corp. Adds to Sales and 
Service Staff 


January additions to the sales and 
service staff of Vulcan Corporation in- 
clude Edward W. (Ned) Perkins, Bos- 
ton, and Clarence M. Madden, Chicago, 
according to an an- 
nouncement by 
Colonel A. L. Mer- 
cer, president. Mr. 
Perkins succeeds 
Arthur J. Chase as 
men’s stylist. He 
will edit the Vul- 
can Style Digest 
for men and will 
headquarter at Vul- 
can’s Brockton, 
Mass., last plant. 
Mr. Perkins organ- 
ized the J. E. 
French Company, 
Rockland, Mass., in 1914, and was its 
general manager until Dec. 31, 1928. 
This company manufactured men’s fine 
welt shoes, at one time making shoes 
to order for the late ex-President Calvin 
Coolidge. In his position as general 
manager, Mr. Per- 
kins supervised the 
purchase of lasts, 
patterns, styling of 
shoes he manufac- 
tured and through 
a national contact 
with the trade be- 
came widely ac- 
quainted in the in- 
dustry. Since Jan. 

1, 1929, he has 

been affiliated with —_ 
the Keystone 
Leather Company C. M. Madden 
and the Bristol 

Patent Leather Company in a sales 
capacity. 

Mr. Madden will serve as a sales rep- 
resentative of the Portsmouth Last 
Division of Vulcan Corporation in the 
Northwest territory and will headquar- 
ter in Milwaukee. Following nine years 
in the retail shoe business in Rochester, 
Minn., he was connected with the Flor- 
sheim Shoe Company, Chicago, for two 
years, where he laid the groundwork 
for the promotional program on Flor- 
sheim’s Feeture arch shoe. He next 
spent six years with Wolock & Bauer 
of Chicago, merchandising and assist- 
ing in the styling of the shoes sold in 
this firm’s nine stores, and has for the 
past four years been employed by the 
Lima Cord Sole & Heel Company of 
Lima, Ohio, as special sales represen- 
tative calling on volume retail buyers 
and shoes factories. 


Edward W. Perkins 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


i i le id 





QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 
Padded Sele, Cuban Heel. In 
— Red, Blue, or Black Kid. 
Write for catalog 
FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Minn. 











W. 8S. CHASE & SONS INC., 
HAVERHILL, MASS. 


in Steck Men's Full aie Lined 
Handturned Slippers 


Priced from $1.60 


Kid Pullman Slippers 
colors and Black with 


Snap Pocket sié5 
Zipper Pocket $1.50 


Oh hE ee 


WHERE TO BUY 


Dancing Shoes and Taps 


le ll i hl ll 





TAP DANCING 
THEO SLIPPER 
Stock No. 1210 


Patent Leather 
For Growing Girls 
D Widths—Sizes 3-7 
Price $1.25 


BLOG SHOE CO., INC. 
147 Duane St., New York City 








TAP SLIPPERS 
IN-STOCK 
Black Kid One 2 
Patent Leather One- 
Strap 65 


Ribbon ties 5c. extra. 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadelphia 











& KENDALL'S P°TEsionaL 4. 


IN-STOCK 
Style No. 13 


Pat. Lea. or Blk. 
Kid with Full 
Cloth Lining. 


$1.65 





Women’s Sizes, 3%-3 
$1.65 ' 


Misses’ Sizes, 11-2 
$1.55 











%& KENDALL SHOE COMPANY 
HAVERHILL, MASS. 
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MODERN WINDOWS ARE FELT WINDOWS 


Now YOU, TOO, can have the New Style 
SHOW WINDOWS 


that carry Forceful 
Advertising 
done in 


FELT LETTERS 


Modern stores thruout America 
are turning to the use of Felt let- 
ters and simple backgrounds in 
decorating their windows to get 
the massed _ concentration, 
screaming headlines and simplic- 
ity which drives business into 
their stores. 

Now, thru a unique plan developed by 
Boot and Shoe Recorder, your shoe 
store window, too, can have all the 
advantages of Felt display at the re- 
markably low price of only $24.00 a 
year. 

You are supplied with sufficient felt 
letters, decorative strips and a panel 
background 30x48”. Every month, 2 
drawings come to you, showing exactly 
how to make more effective 

selling window displays with Felt. 


In addition, each month you are fur- 
nished four up-to-the-minute phrases, 
enabling you to change the message in 
your windows, weekl y—everything you 
need is at your finger tips. Letters - 
conveniently boxed—the drawing shows you 
actly how to set up the display—and the felt le eae 
require no adhesives—all you need to do is to press 
the letters firmly against the background and your 
display is ready to be placed in the window. 


The Greatest Stores of America Use This System 


Until the introduction of the cutout Felt Letters the average window had no way of putting over 
a message that could be read across the street. 80% of the passersby are in automobiles, 
buses, street cars and across the street. A window display fails of its purpose unless it 

is backed up with a good advertising message. The Felt Letter and Panel style of 

window dsplay enables you to introduce this message in the window in an attrac- 

tive manner and at the same time have it seen by 100% of the passing traffic. 


SOLD TO ONLY ONE SHOE STORE 
IN A COMMUNITY 





BOOT & SHOE RECORDER ™ . 
MERCHANTS SERVICE DEPT. ~“-% 
367 W. ADAMS ST., CHICAGO, ILL. ~*; BETTER WRITE FOR DETAILS AT ONCE 


Please send full details covering New Felt Liab = 


at Fant Wid Be SS, BOOT & SHOE RECORDER 


Merchants Service Dept. 


367 W. Adams St. Chicago, Iil. 





When writing advertisers please mention Boot and Shoe Recorder 
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Curtail Continuous Traveling, 
Re-establish Buying-Seasons 
Vote N. Y. State Retailers 


The directors of the New York State 
Shoe Retailers’ Association at their 
meeting Thursday, Jan. 26, held at 
- Onondaga Hotel, Syracuse, New York, 
voted that: 

“Whereas, buying methods have so 
radically changed in the shoe business 
within the past year, and as practically 
all shoe factories are compelling their 
traveling representatives to work their 
territories almost continuously; and 

“Whereas, nearly all of the traveling 
shoe salesmen have had their drawing 
accounts annulled and are now obliged 
to pay their own expenses, thus impell- 
ing a double hardship as well as what 
appears to us to be an unjust practice, 
and further for the reason that, as the 
traveling salesmen calling on the New 
York State trade are welcomed as mem- 
bers of our association with the 
privilege of displaying their samples 
at our conventions, we feel duty bound 
to protect and advance their interests 
and without in any way harming the 
welfare of their employers, be it 

“Resolved, that the Board of Direc- 
tors of the New York State Shoe Re- 
tailers’ Association appeals to the sense 
of fairness and economy on the part of 
the shoe manufacturers and shoe whole- 
salers, and we do petition them, from 
the standpoint of the mutual interest 
of themselves and their salesmen, also 
as a relief to the shoe retailers, to cur- 





tail so far as possible and economical, 
this seemingly almost incessant travel- 
ing to the end that ‘buying seasons’ in 
reality as well as in name be reestab- 
lished and that shoe factory salesmen 
may travel at lessened expense and 
with more profitable results also at 
greater advantage to the buyers in the 
retail stores and departments. 

The directors recognized the move- 
ment for greater foot consciousness on 
the part of the public and expressed the 
unanimous feeling that successful shoe 
business could only be built up by spe- 
cializing. The directors endorsed this 
statement: 

“The greatest opportunity for success 
appears to lie in building a business on 
corrective types of shoes, accompanied 
by real orthopedic features, good fitting 
and professional service.” 

The opinion also was expresed that 
it is impossible to get anywhere with a 
highly competitive and generally cheap- 
ly made “chicken” footwear because of 
loss on left-over and no opportunity for 
repeat business. 

The following directors were present: 
Henry Merton Smith, Leslie Gardner, 
Jesse L. Atton, M. E. Sarvey, Clarence 
W. Kelsey, Charles R. Strange, Mott 
B. Hughey, Ernest R. Park, H. H. 
Phelan, E. P. Elitharp, Ray N. Fur- 
guson, John J. Meara, J. H. Millham, 
William F. Toher, Harry A. Chase, 
Harold A. Read, Watson A. Butts, Ern- 
est N. Park, Burt J. Gosper, John H. 
Schmanke, Charles E. Knox, William 
Pidgeon, Paul H. Herron, Ernest A. 
Beaumont, T. Arthur Cohen. 





Minco With Lord & Taylor 


New York, N. Y.—Joseph R. Minco 
has resigned as shoe merchandiser for 
the May Co., Cleveland, and accepted 
a similar position in the women’s shoe 
department of Lord & Taylor. Minco 
has quite a record for himself in Cleve- 
land and has a country-wide reputation 
for being a first class shoeman. 

The past 18 years of his life have 
been spent in Cleveland with four con- 
cerns, all within two blocks of each 
other. Previous to his six years with the 
May Co., he was manager of the family 
shoe store of Pocock & Wolfram, before 
that manager of the Travers Shoe Co., 
one of the first chain groups, his first 
training being with the Stone Shoe Co. 


Chernin Celebrates Anniversary 

EL Paso, Tex.—The recent opening 
of Given Brothers’ new shoe store, 
marks the nineteenth milestone of 
William J. Chernin’s connection with 
the firm. From a “general all-around 
flunkey” he rose step by step, and now 
is manager of this, the largest and 
newest store in the Given Brothers 
chain. 


Gordon Ingraham Now Manager 


CENTRALIA, WASH.—Gordon Ingra- 
ham, formerly of Portland, is now in 
charge of the Cinderella store. This is 
one of a dozen Cinderella stores opened 
in the key cities of the Pacific North- 
west by R. C. Hadley, of Portland. 











IN THE HEART OF N 


TO STAY AT THE LINCOLN 
... 1S A HAPPY REMEMBRANCE 


An interesting cosmopolitan at- 


. Cheerful Rooms. . 


mosphere . 


Pleasant Service . 
Moderately Priced . . 
Around the corner are theatres, 
clubs and glamorous Times 


rants. . 


Square. . 





























$3 single 
per day 
Special suites and sample 
rooms for visiting sales 
representatives. 


HOTEL LINCOLN 


JOHN T. WEST, Manager 


44th to 45th Sts.— 8th Ave.— New York 


UNDER NEW MANAGEMENT "A RELIANCE HOTEL" 


Conveniently accessible to rail- 
road terminals, steamship piers, 
the business and shopping centers 


"A Perfect Hotel for The Visitor’ 


ROOM with PRIVATE BATH, 
RADIO and SERVIDOR 


Special weekly and monthly rates. 


EW YORK 


. Fine Restau- 


double 


per day ~ 


size) 


Polly Clip 
Ticket holders 
Y% Gross ... 








ced berder, green leaves on white 
stock—black figures 


OTHER STYLES AVAILABLE P 


- $2.25 


Your Store Name 


ON 


Individual Price Tickets 


Any Assortment of 
Prices Wanted 
100 tickets............. - $2.50 
200 tickets 
—with store name in type— 
(If special hand-drawn design 


add 75c. to initial order.) 
Without store name 


accompany order— 
For your spring trims we have 
appropriate, seasonable tickets 
in-stock. 

Samples on Request. 
DISPLAY WINDOW CARDS 
Sizes: 7” x 12” and8”x 14”. |. 
WRITE for TEXT .-- 
AND PRICES _--° 


--"" BOOT & 
867 W. Adams St., 
CHICAGO 


SHOE 
RDER, 


O with stere name 
O without store name 
osed 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WET ss we 











SALESMEN WANTED SALESMAN WANTED LINE WANTED 











LINE of tennis to carry in connection with my 

shoes in grades —_ could be sold to the 

3 50 trade around 35c. Paul J. McClure, 791 Meda 
« St., Memphis, Tenn. 


A PLACE FOR FOUR REAL GO-GETTERS! TRAVELING representative—18 years’ ex- 
. perience among Chicago, Illinois, Wisconsin 
Not interested in your record during the “boom” years after the war—interested retailers wishes porn line of ladies novelty 
in what you have done during the last twenty-four months. shoes to retail at $2.00 and $3.00. Ralph Wolpe, 
Write full details as to age, giving the information that you would want to 3722 Grenshaw Street, Chicago, Illinois. 

know if you were looking for a real GO-GETTER, HE- SALESMAN. 

Send it care of the Boot and Shoe Recorder. If interested you ar receive a WANTED for Chicago and nearby territory a 
letter direct from the factory that you are to come to the factory for an line of Ladies style shoes to retail at $2.95. 
interview Morris Southern, Room 1604, 209 So. State 
The story that you tell in your first letter will indicate to what extent you are St., Chicago. 

a salesman. The da ae of a “star salesman” are days of the past. The salesman ° 

today is the WORKE WANTED a line to sell the mail order houses 


Address DS7l, care of BOOT AND SHOE RECORDER ee eee 
367 West Adams Street, Chicago 

















WANTED: A line of Men’s or Ladies’ Popular 
Priced Shoes. At present traveling in parts 
of Penna., Maryland, Virginia and West Vir- 
ginia. Now traveling for firm covering same 


Leather & Novelt 4 i W, d lished ‘ocoumts. “Address D-273; care Boot, and 
n 
y éiesmen ante Shoe Recorder, 239 West 39th Street, New 
HOUSE SLIPPERS CHICAGO WHOLESALER looking for a: Panda 


salesmen on a straight commission basis SALESMAN, with well established accounts 


Experienced salesmen who have : : : selling to better shoe and department stores 
; ‘ A with a general line of popular priced foot- ang to Dexter soe , 
ta ‘ m / : ; wants line of Women’s Turn or Compo shoes for 
established following, selling the wear in men’s, women’s, and children’s. Pacific Coast on commission basis. oe, 


volume accounts. We have sev- Prefer men who reside in states they want 5478 Wilshire Blvd., Los Angeles, Calif. 
eral territories open. Excellent to travel. If interested give reference, age, Cat or ealiemadent tae af tenls o 
opportunity to connect with a and past experience. Address D-264, care L Women's ehies. “PRerritory—Western Denn- 


well established manufacturer. Boot & Shoe Recorder, 367 West Adams s pone and West Virginia. fel = + 
Saat : s i ¥ ifteen years road experience. Best of refer- 
Commission basis — bi-monthly Curent, Cipmas ences. Address: S. Salinger, 1618 Miriam St., 


settlement. Address D-269, care Swissvale, Penna. 


Boot & Shoe Recorder, 239 West ' : 
| 39th Street, New York, N. Y. Saar ien.” Connletsa cals. Wien Walon 



































Singer Co., 1919 Coney Island Ave., Brooklyn, POSITION W. ANTED 











SIDELINE Salesmen wanted—State Territory. DESIRES POSITION — Married man, 36 
Address D-261, ‘care Boot & Shoe Recorder, F years old, 14 years’ retail shoe experience, 
239 West 39th Street, New York, N. Y. SALESMAN wanted by large St. Louis man- 7 years manager and buyer of men’s and 
ufacturer and distributor of Ladies a women’s high grade shoes, aggressive merchan- 
styled, In Stock, Novelty — citailin dising and executive , 3 years’ road 
Ps, very low and medium prices. TAWA. experience, willing to work hard. Only A-1 
' ORTH and SOUTH POLINA SOHIC, references. Write P. O. Box 14, Gettysburg, 
LARGE rubber concern desires salesmen now INDIANA and WISCONSIN, and other de- Pa. 
calling on shoe manufacturers to sell rubber sirable territories available. This line is estab- 
cement on commission basis. Only highest type lished from coast to coast. If you are a live LADY Bu: yer and Manager of High Grade 
man considered. Your reply must give full in- wire salesman and want to make money this is Children’s Shoes, with twelve years’ experi- 
formation about yourself with references, as your cogortetsy, When apply state age ence, desires position with reputable concern. 
well as territory you cover. Address D-267, and road selli experience. ss D-272, Can furnish best of references upon request. 
care Boot and Shoe Recorder, 239 West 39th care Boot and Shoe. Recorder, 339 West 39th Address D-268, care Boot and Shoe Recorder, 
Street, New York, N. Y. Street, (New York, N. Y. 239 West 39th Street, New York, N. Y. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed a agp 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 

$1.25. When a box number is desired twelve words should be added for the address. In all other cases a 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
t# Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™& 
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POSITION WANTED POSITION WANTED WANTED TO PURCHASE 














We will pay the best pri f 
AVAILABLE AT ONCE eR 
TO THE SHOE MANUFACTURER Phone = Write can 


WHO WANTS HIS BUSINESS INCREASED IN 1933 


A capable, experienced, and high grade salesman, who has had over ten years’ I. SIMON CO. 

experience in selling to the largest shoe operators in the United States. During 101 Reade St., New York City 

his recent connection, examinations in fashion trends and merchandising were Phone Worth 2-5922 Est. 1880 

held. This man ranked fourth among 31 men. 

Also has studied and put to practical use, dollar and unit control, merchandising 

Fonte Voce pyschology and application as given by Harvard and 
olumbia Unfversities. 

Has been associated cver this period of 10 years with two well known shoe Buyers of Surplus Stocks 

eo who — — you a this be o = shoes » ae ee Pate. Wik oii eth: dae tee guatiee, miei at abel 

the las ree years he has carried a complete line for one o ese firms from i shoes 

Minneapolis to the Coast. : from manufacturers, jobbers or retailers. 

If you are interested kindly write to QUANTITY NO OBJECT 


Address D-274, care of BOOT & SHOE RECORDER KIRSCH - BLACHER CO., Inc. 


239 West 39th Street, New York, N. Y. 590 Broadway New York 
Phone Canal 6-4298 and 4299 


e te ‘ 
All matters strictly confidential. 
































wars — FACTORY SERV TIVE. I 
ve years experience in the manu- 
facture of men’s shoes. ave worked in prac- HELP WANTED DYES 
tically every department, have been foreman, ad 
assistant, superintendent, have had one year_on SHOE Store Managers—Several openings near 
the road, and then started my own factory. My New York City with reliable organization 
consistent experience should qualify me for 4 specializing in Nationally advertised line of TURN DEAD STOCK INTO 
position with some manufacturer who is look- omen’s Comfort Shoes. We want capable LIVE DOLLARS! 
ing for a man of ability, integrity and energy. Christian men between ages of 30 and 40. 
Best of references furnished. Address D-265, Thorough knowledge and experience in fitting EXPERT SHOE DYEING 
care Boot & Shoe Recorder, 239 West 39th Women’s Orthopedic shoes essential. Chain Suedes, Leathers, Fabrics 
Street, New York, N. Y. Store Management experience very much de- Absolutely will not come off—odorless 
sired. Apply by letter stating fully experience, (Burgundy Shoes dyed black 
age and seees. Address D-270, care Manuf 4 ) 
Boot and Shoe Recorder, 239 West 39th Street, anufacturers! Skins dyed by the foot. 
SBE page 16 of the October 8, 1932, Recorder. New York, N. Y. R. JACOBSON '°3 Esst Jisth st. 
My services are available to some outstand- cw York 
ing organization after Feb. first. Fred L. 
Haehnlen, 1058 Sterling Place, Brooklyn, N. Y. 






































BUSINESS OPPORTUNITY BUSINESS OPPORTUNITY 


SHOE BUYER AND MANAGER. Young YOU CAN HAVE A BUSINESS PRO- 
man well known in all shoe markets. De- FESSION OF YOUR OWN and earn big 

yoontee or no depression, if your department income in service fees. A new system of Business Opportunity 
as lost its control, I_am known as a good foot correction; readily learned by any Men with orthopedic experience to open 
repair man. I'll bring it back. My background one at home in a few weeks. Easy terms Orthomee System of Foot Correction 
is _ y references are of the highest. for training; openings everywhere with offices. Can make from five to fifteen 
Address D-263, care Boot & Shoe Recorder, 239 all the trade you can attend to. No capi- thousand a year. Successful offices now 
West 39th Street, New York, N. Y. tal required or goods to buy; in New York, Boston, Buffalo, Syracuse, 
or soliciting. Established 1894. Milwaukee, Los Angeles, etc. Desirable 


protected territory open. Small invest- 
Stephenson Laboratory, 21 Back ment, Free training. Write. 


Boston, Mass. ORTHOMEC SYSTEM 
140 Boylston St., Boston, Mass. 























DEPT. FOR LEASE 























ETTLINGER’S MERCHANTS’ NEEDS 


WOMEN’S SHOE DEPARTMENT 
AVAILABLE IN DETROIT 


Very desirable retail department | if eo S A M Pp L E S 
Py ag pe gg yoy ae > 

oor, 100 chairs, can be increased. # 
Capable of large volume in low and To retail at 81.95 


medium price ranges. Full data 4 —< : 
will be furnished upon request. ae and $2.95 


ADDRESS—MR. I. ETTLINGER ey Women's high grade St 
38 to 52 Gratiot Ave. etroit, ich, : ¥ 

; — pine sll ‘ % Louis standard brands, made 
in St. Louis to retail at much 
higher prices 


FOR SALE - Sust WEST of BWAY | 
NEW YORK IN STOCK 
Pt ie ge Seem, We specialize on samples of 
1000 ROOMS seasonable shoes from St. 


EACH WITH BATH AND SHOWER Louis manufacturers. Prices 
Circulating Ice Water... Radio... are low—permit a long mark. 


X-RAY Large Closets...Full Length Mirrors up. 


SHOE FITTERS OTHER UNUSUAL FEATURES M. K. WEIL SHOE CO. 
A: feve intermodal X-ray. Shee SUN-RAY HEALTH LAMPS 1332 Washington St. Louis, Mo. 


Fitting Machines for sale at at- ir- 
tractive prices. Slightly used Roof Solarium... Air-Cooled Restauran: 
but as good as new in operation 


and appearance. “Write for fur- ROOMS $950 SUITES $600 Stamford Store Closing 
from from 


nes andy a ag ene quatettee. 
ress , care Boot & Shoe STAMFORD, CONN.— Jacobson Bros 
Recorder, 367 W. Adams St., : : ; 
Chiesee, 1, — IN THE HEART OF TIMES SQUARE will close their local retail shoe store,, 


254 Atlantic Street, on Jan. 31. 
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BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass 


Bass, G. H., & Co., Wilton, Me 
Blog Shoe Co., Inc., New York City 
Brooks Shoe Mfg. Co., Philadelphia, Pa.... 4 


Chase, W. S., & Sons, Haverhill, Mass 
Cage. Edwin, & Sons, Inc., E. benenpeeend™ 


Ebberts, John, Shoe Co., Buffalo, N. Y 


Ed J., & Co., Philadelphia, Pa., 
mouse ‘Back Cover 


Ephrata Shoe Co., Ephrata, Pa 

Freeman Shoe Corp., Beloit, Wis. ..2nd Cover 
3, —agbeeesang Shoe Co., St. mm, 
Kendall Shoe Co., Haverhill, Mass 

Marion Shoe Co., Marion, Ind 


Mishawaka Rubber & Woolen Mfg. 
Mishawaka, Ind 


Mrs. ith s Ideal Baby Shoe Co., Danvers, ‘ 
Mass. 


Nettleton, A. E., Syracuse, N. Y 
Old Colony Shoe Co., Brockton, Mass 
Peck Shoe Co., Worcester, Mass 


Richards & Brennan Co., Randolph, Mass.. 44 
Roberts, Johnson & Rand, St. Louis, Mo.... 29 
Rogers Bros. Shoe Co., Boston, Mass. 


Smith, J. P., Shoe Co., Inc., Chicago, Ill.... 4 
Stacy-Adams Co., Brockton, Mass 


United States Rubber Co., New York City. 
Front Cover 


Weil, M. K., Shoe Co., St. Louis, Mo 
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A BUYING GUIDE TO 
OUR ADVERTIYERY 


mT 


IVS UE ° 





LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 
Dungan, Hood & Co., Inc., Phila., Pa 
Evans, John R., & Co., Camden, N. J....3 


Levor, G., & Co., Inc., Gloversville, N. Y...2-3 


Surpass Leather Co., No. Phila., Pa 
Young Co., Richard, New York, N. Y 


Ziegel Eisman Co., Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Jacobson, R., New York City 


+ Fred W., Heel Co., Salem oem 


United Shoe Machinery Corp., Boston, Mass., 
6-40-3rd Cover 


SHOE ACCESSORIES 


Simplex Shoe Tree Corp., Chicago, Ill 


SHOE STORE EQUIPMENT 


Shoe Form Co., Auburn, N. Y. 


MISCELLANEOUS 


American Weekly, New York City 


Hotel Edison, New York City 
Hotel Lexington, New York City 
Hotel Lincoln, New York City 
Hotel Wellington, New York City 


Kirsch-Blacher Co., Inc., New York City.. 51 


Orthomec System, Boston, Mass 


Simon, I., Co., New York City 
Stephenson Laboratory, Boston, Mass 


Economy and Sales Tax Urged 
[CONTINUED FROM PAGE 38] 


business a full day’s work and the re- 
sults will surprise you. 

“Work—read and study.” 

Wednesday’s meeting, smaller in at- 
tendance than those of the preceding 
days, attracted a good number of those 
present. J. V. Lobell acted as chairman. 

Albert D. Hutzler, Hutzler’s Depart- 
ment Store, was the first speaker and 
announced he would not talk on the 
subject assigned to him, “Business 
Outlook for 1933,” because it was much 
too big for him to cover. He would 
rather epitomize and dismiss it with 
the generality, “highly problematical 
but hopeful.” 

Messrs. Brownell and Nelson A. Mil- 
ler, both of the Cost Analysis Division 
of the United States Department of 
Commerce in Washington, brought out 
the fact that merchandising is a science 
that has progressed much more slowly 
than that of production. Very fre- 
quently a single idea has created suc- 
cess for a merchant, as Woolworth’s 
displays of 10-cent merchandise or 
Wanamaker’s establishing of one price 
rigidly adhered to and the development 
of the .catalog mail-order business. 
They drew attention to the fact of the 
cost of operation as shown by their 
figures. Shoe merchandising has ad- 
vanced very materially during the past 
decade but, notwithstanding this in- 
creased cost burden, the retail form of 
distribution is the only one so far dis- 
covered that is efficient. But there 
must be a measuring stick to act as a 
standard of what costs for distribution 
should be. Two elements are outside 
the merchant’s control—purchase price 
of his stock and selling price, the lat- 
ter because of competition. Operation 
is the only one of the three factors that 
is within his control. A measuring 
stick of these can only be obtained by 
the averaging of the experience of 
many merchants in their field, an 
analysis in which the department 
wishes the cooperation by reports of 
the retail trade as a whole. 

Louis A. Buisch, of Merchants Ser- 
vice Bureau of the National Cash Reg- 
‘ister Company, began his talk on how 
to merchandise at a profit in 1933 by 
stating that the greatest success of the 
depression is the depression itself and 
that is because everybody turned in to, 
work for its publicizing, which would 
magnify it. 
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Get Your 
Information 
from the 
Fitting Stool 


you want first-hand information 
If about the true worth of Pedigo 
Shoes you will find it at the fitting 
stool. Clerks reach for a Pedigo model, 
knowing that a perfect fit is assured. 


It is when a shoe is fitted to your 
customer’s foot that the unseen qual- 
ity features of Pedigo Shoes come into 
their own. The fact that they remain 
on the original lasts from start to 
finish—that they are “ripened”—that 
their shape is retained by an exclusive 
process—ceases to be a “selling fea- 
ture” and becomes a business-winning 


actuality for your store. 


. Cost No More Than 
They Need To . . To Be 
the Fine Shoes They Are. 


Pedigo-lake Shoe Co. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 
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The L. V. Marks & Sons 
Co. operate three fae- 
tories——at Augusta, Ky.: 
Vanceburg, Ky., and Rip- 
ley, Ohiomin which they 
make women’s Compo and 
McKay shoes for retailing 
at popular prices. 


Their ARCH-TRIUMPH 
line of styleful foot de- 
veloper shoes, which they 
have featured for many 
years, is their principal 
specialty. 

Sales headquarters are at 
Cineinnati, Ohio, where 
also all buying of upper 
leather is done. 


x pf 





Standardize 
OR 
Carr. 


(BPrandc. 





lts an 
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L. VV. MARKS & SONS 
COMPANY 


CINCINNATI, OHIO 
+ 


Standardize on Ruby Kid 


Like many another quan- 
tity shoe producer, they find 
RUBY KID very helpful in 
steadily maintaining and con- 
trolling their established 
leather standards. 


As a leather that has stead- 
ily continued to deliver day 
by day a remarkably unvary- 
ing average of their required 
specifications, RUBY KID 
has proved a valuable ally to 
them. 


All upper leathers used by 
L. V. Marks Co. are selected 
under the personal supervi- 
sion of. Leslie V. Marks, thus 
demonstrating the will of this 
Company to strictly guard 
their leather standards. 


They quite logically agree 
that it pays to Standardize on 
RUBY KID. 


JOHN R. EVANS & CO. 
CAMDEN, N. J. 


BOSTON CINCINNATI 


ST. LOUIS MILWAUKEE 
PHILADELPHIA, PA. 


Leal/ 




















Urged by the desire to contin- 
ually improve — Colonial has 
forged steadily ahead to the 
position of leadership among 
fine patent leather. Colonial 


CO LOWMIAL 
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PROGRESS 


Patent is certified by its users 
— outstanding shoe manufac- 
turers who prefer its fine work- 
ing qualities and dependable 
performance in factory and in 


wear. 


PATENT 


L 
<2 


COLONIAL TANNING 





COMPANY -: BOSTON 





@ATEN® 





S¢ 
8% 
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A WEAK Inner Longi- 
tudinal Arch can now 
be held in a normal 
position with comfort to 
the shoe wearer. 


Banker Sec sAte 

SO56 Blk. Ruby Kid Blu. Ox. Arch Support 
Insole. 

S56 Same as above in high shoe. 


Scientific Arch Construction That 


Gives Perfect Foot Balance 


The Musebeck Arch Support Insole shoe after five years 
of testing by many of America’s leading shoe dealers, 
has proven every claim made for this shoe. 


Combination 


The Musebeck Arch Support Insole shoe straightens 
up any foot with a weakened inner Longitudinal con- 
dition. It does not rob the shoe of any inside measure- 
ment. It is not an appliance but a shoe built on spe- 
cially designed last that will hold a weak foot in a 
normal position giving uniform distribution of body 
weight over bottom of foot. This shoe does not jam 
the nerves or blood stream in the sensitive part of the 
inner arch, It is a form to hold the foot in a natural 
position relieving all foot strain. 


SO6GO Bik. Ruby Kid Blu. Ox. Arch Support 
Insole 


SGO Same as above in high shoe. 


Place the Musebeck Arch Support Insole shoe on all 
men who have a weak inner Longitudinal arch con- 
dition. You will receive a happy reaction from these 
men and you will find it profitable business. 


Brouwer Research No. 100 
$0170 Blk. Ruby Kid Blu. Ox. Arch Support 
Insole. 


All oxfords and shoes made with the Arch Support 
Insole are priced at $4.85 less 5% discount 20 days, 
30 days net. 


MUSEBECK SHOE COMPANY 
Orthopedic ' T)ouble Firh ‘Wear Stzuight Shoes 
S070 Fal Ruby Kid Blu. Ox. Arch Support Danville lllinois 

nsole. 
S70 Same as above in high shoe. 
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LOCKSTITCH 
Dit 


FLEXIBLE 

















SECURE 





The seam of the LITTLEWAY LOCKSTITCH is like 
the GOODYEAR LOCKSTITCH. 


GOODYEAR attaches the sole to the welt on the 
outside of the shoe — LITTLEWAY attaches the sole, 
upper, and insole on the inside of the shoe. 


LITTLEWAY LOCKSTITCH makes possible the light, 





close-fitting edges essential to modern fashionable 


footwear, and is now available by using the 


Gc SOLE STITCHING MACHINE — MODEL C 





UtED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ADMIRALTY« 
BLUE 


leaps into the lead as 














Spring's outstanding favor= 
ite. YVODE COLOR 36 is 
an absolutely correct in= 
terpretation of fashion’s 
requirement—a dark navy 


—yet appearing blue under 
all lights. 








| | | a DB KID COMPANY 


STANDARD KID DIVISION 


209 SOUTH STREET :: BOSTON, MASSACHUSETTS 
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DYER & HALL 


INCORPORATED 


AUBURN MAINE 


RETAILING | = 
SUNBURST RADIANT 

No. 742..DULL BLACK KID $epes TO $495 No. 745..DULL BLACK KID> 
No. 743..BLUE KID No. 746..BLUE KID 

16/8 Cuban Heel........... $2.65 18/8 Louis Heel........... $2.50 


THIRTY-ONE STYLES 
IN STOCK 
AAA toC.... 1 t0 9 


As every high light of fashion— 
punched patterns are prominent in 
the Dyer & Hall ready-for-delivery 
service. Relying on Dyer & Hall for 
a constant flow of high-style, popular- 
price shoes is solving the turnover- 
profit problem for thousands of re- 
tailers. 


PEPPY 
No. 740..BLACK CALF 
No. 741.. BROWN WILLOW CALF 


16/8 Cuban Heel........... $2.65 


ALL DYER & HALL SHOES are equipped with the 


FITZ-ON HEEL TOP 


A new feature carrying a triple profit for you. Sells more shoes 
because its convenience appeal causes women to buy. Extra top 
lifts are needed, and you make the sale and a profit. Your customer 
returns for refills, making an opportunity to sell additional merchandise 
—either shoes or findings. Fitz-On Tops are applied to Mears Heels 
only, because Mears Wood Heels are standards of accuracy, smartness 
and quality. 
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